


Combined with 


MERCHANTS RECORD & SHOW WINDOW 


KORRECT-WAY ON 


‘Timed Square 
Bond Clothing Company's magnificent new store 
at 45th and Broadway (Times Square) New York 
is unquestionably the last word in modern, stream- 
lined merchandising. No detail was overlooked in 
building this finest of men's wear fashion centers. 
Naturally, Bond's executives were extra critical in 
selecting the display equipment for this location. 
That's why we're extra proud of the fact that 
throughout the store hundreds of KORRECT-WAY 
MANikins, Forms, Racks, Wood, Metal and Lucite 
Fixtures, Chrome Furniture, Plastique Creations, 
etc. are being used to display men's clothing to its 
utmost advantage. Why not take a tip from this— 
and many other—leading Chain and Department 
Store Organizations (names on request) who have 
learned to rely on KORRECT-WAY when the prob- 
lem's DISPLAY. Don't delay! Call on, phone or 
write your Distributor (name below) today. There's 
no obligation. 


ORDER FROM YOUR DISTRIBUTOR 


ATLANTA NEW ORLEANS 
Melvin S. Roos Gulf States Display 


BALTIMORE PHILADELPHIA 
William’‘s Corp. Naythons Display Fix. Co. 


BOSTON PITTSBURGH 
Eastern Displays, Inc. DeWeese Display Equip. Co. 


BUFFALO PORTLAND 
Samuel C. Dutch & Son Northwest Display Equip. 


CINCINNATI SAN FRANCISCO 
General Display Corp. Kehoe Disp. Fixture Co. 


CHICAGO ST. LOUIS 
Hecht Fixture Co. Midwest Display Equip. Corp. 


DENVER DETROIT 
Walter W. Martin The Art Products Mfg. Co. 


LOS ANGELES KANSAS CITY 
Grossman & Silvers, Inc. National Equip. Co. 


MIAMI MONTREAL 
Samuel C. Dutch & Son Miller's Display Fix., Reg‘d 


MINNEAPOLIS HONOLULU 
L. E. Hier Display Equip. Co. Bader and Co., Hawaii 


NEW YORK—43-51 West 36th St. 


(ame 2 She Nation-Wide 
Dishlay Service 





] FOR SCOVILL. A 

new shirt promotion 
featuring Grippers at 
collar and on cuffs. 
Colorful...lighted... 
animated. 5 feet high. 


FOR REIS. Scandals 

min-event display 
featuring new ‘‘Dart’’ 
trade mark with minia- 
ture carved garments. 
40 inches high. 


@ Offered by Home 
Window Decorat- 
ing Guild for Lace Net 
Curtain display. Dra- 
ike {Lemme ] ©) ol-Xe] ME CoM dal) 
housewife. 52 feet 
high. 


FOR PALM BEACH. 
Humorous... color- 
10] A @ Jal - We) Mo MNT -1a 1-1 ke) 
several new Palm 


Beach designs for 
1941. 


g FOR JANTZEN. 

Plenty of masculine 
appeal, bright cheer- 
Li ore) Cola Peale itere] | de- 
sign. Effective presen- 
tation of actual mer- 
chandise on full relief 
torso forms. 6 feet 
high. 


4 FOR JANTZEN. Un- 

ol-Tat-Yo Mel files olit-14-1 
with full relief plastic 
torsos, full color trans- 
Pparency, and giant 
carved diver's helmet. 
6 feet high. 


7 FOR GENERAL 

ELECTRIC. Featur- 
ing ten outstanding 
sales features with 
animated lighting, 
beautiful rich colors. 6 
feet high. 








WEAR 


WASHABLE | 


Wh 


LOAN DISPLAYS 


Now is the time to reserve your share of 
W.L.S. Loan Displays for window dramatiza- 
tions featuring ‘Best Sellers.’’ They are all in 
third dimension—beautiful— attractive col- 
ors. Many have dramatic full relief carvings 
and mechanical action ...and there is no 
cost except incoming transportation charge. 


FREE...Palm Beach Shop and 

Window Decoration Brochure. If 

you have not received your copy 

of this full coior brochure de 

scribing and illustrating Palm 

Beach properties, write for it 
* teday 


W. L. STENSGAARD & ASSOCIATES, Inc. 


NEW YORK CHICAGO OAKLAND 
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DISPLAY WORLD 


GET COSTLY EFFECTS LOW-COST WAY 


for covering and lining... 


Other Low Cost Display 


Papers By CLOPAY 
MODAY: Variety of colors and 


fabric effects at exceptionally 
low prices. Only 50c to $1.10 for 
25-ft. roll. 


LAMINAY: Special type paper 
—paint coated. Has all advan- 
tages of painted surface plus de- 
sign, plus mounting SPEED. $1.50 
to $1.95 per 25-ft. roll. 


WOODGRAINS: Accurate re- 
productions of genuine wood pan- 
els. Some numbers have 100% 
washable, baked-on enamel finish. 
All printed in washable inks. $1.50 
to $2.00 per 25-ft. roll. 


*SAVE 20% ON JUMBO ROLLS, 750 
FEET LONG. Regular Rolls 25 ft. 
long. 


use versatile 








- 
48 INCH WIDE 


ROLLS..7S5OFEET 


COMPARE WITH OTHER 
MATERIALS UP TO 3 TIMES 
AS COSTLY 


You'll save plenty—both time and money—using 
Coveray to cover backgrounds, display tables, 
counters or shelves and for hosts of similar uses. 
Amazingly easy to simulate costly effects of cloth, 
leather, rare woods and metals or fine paint and 
enamel finishes at a very small fraction of their 
cost. Washable, durable and speedy too. Prac- 
tically eliminates refinishing delays. Just tack, 
paste or glue Coveray in place and it’s ready for 
use immediately. 


FREE SAMPLE BOOK 


Just Mail 
Coupon 


CLOPAY CORPORATION ¢ 
1239 Clopay Square, Cincinnati, Ohio 
Please rush me the FREE sample books I have 
checked below: 
COVERAY 
) MODAY 


}) LAMINAY 
WOODGRAINS 


Firm Name...... 


a oe 


CLOPAY CORP., 1239 Clopay Square, CINCINNATI, OHIO 
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I94l OUR NEXT ISSUE THE COVER 


As | look around it seems to me that department With the May issue, DISPLAY WORLD will "Tropic Playtime" is the sales slogan 
store displays are improving year by year, both in qual- bring you, in addition to the regular features, for the window card in this attractive 
ity ond quantity. Much —_— emphasis is being put on gp, up-to-the-minute report of the plans for the window by Harry Eastham, Burdine’s 
setl'_ond new xa of bringing merchandise favorably annual International Association of Display Men , 
to the customer's eye are springing up. And yet the 
opportunities for improving are still unlimited. Good 
department and window displays occupied a much more : ; ; 
important place in the sun—and in the minds of store has ever held. . . . A discussion of men's wear 
principals—in 1940. They will occupy a still more impor- display, by Al Bliss, will be another feature of 
tan’ place in 1941.""—William H. McLeod, Sales Man- this issue, together with many others of absorb- plays. (Photograph by courtesy of Verne 
age’ Wm. Filene's Sons Company, Boston. ing interest. O. Williams, Miami.) 





Miami Beach shop. The lighting is typi- 









convention in Chicago in June—probably one of 


. Pasi cal of the dramatic effects achieved by 
the most important conclaves the organization 


Eastham, and the simplicity of the set- 
ting is another characteristic of his dis- 
































PASTIONED FROM 


PLEXIGLAS 


BY SCHEUER ART METAL COMPANY 


OF NEW YORK 






PLEXIGLAS is the trade mark, Reg. U. 


DISPLAY WORLD 


NE look at these displays tells why display men 

are calling PLEXIGLAS the most dramatic display 
material they have ever worked with . .. and why 
products sell faster when shown on or alongside 
curved transparent PLEXIGLAS displays. 

Don’t wait any longer to see the new PLEXIGLAS 
displays that say, “Come in and buy” to every pros- 
pect passing by and through your store. Go to your 
dealer today. Let him show you the newest sales- 
making displays fashioned from PLExicLAs. You will 
find he has displays made of this strong crystal-clear 
plastic to fill every display need. 


The Prexicias displays shown on this page are from a complete 
line made and offered by Scheuer Art Metal Co. of New York. 





Look for this brand 
new tag that identi 
fies genuine Prexi 


cias displays. 
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S. Pat. Off., for the acrylic resin thermoplastic sheets manufactured by the Rohm & Haas Company, 


ROHM & HAAS COMPANY 


WASHINGTON SQUARE, PHILADELPHIA, PA. 


Manufacturers of Leather and Textile Specialties and Finishes. 


. Enzymes. . Crystal-Clear Acrylic Plastics . . Synthetic insecticides. Fungicides . . and ather } 
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With the approach of the vacation season, 
ggage becomes still more important in the 
tail picture. As a matter of fact, the month 
of June ranks next to December in luggage 
sales, and July 


is only a few percentage 
points behind June. The demand for this 
merchandise is present during these summer 
months, and it remains for the displayman 
to cash in on it with timely, adequate dis 
plays. A good tie-in, for example, can be 
made with “National Luggage Week,” which 
comes this year on June 9-14. The event will 
be given considerable publicity among con 
(Full details can be obtained from 
Luggage & Leather Goods, 1170 Broadway, 
New York City.) 


sumers. 


\n interesting idea for a luggage display 
is found in the window featuring “Congo 
Brown,” by Dace Killingsworth, Denver Dry 
Goods Company, Denver. A four-section 
screen was used for the background, painted 
to resemble a tropical scene with two Airi- 
can porters carrying a trunk suspended on 
poles. The grass mat on the floor and the 
green tones of the screen allowed the brown 
in the luggage to predominate. 

Lengths of white wooden railroad tracks 
converging toward a globe of the world on 
the background was the appropriate means 
of displaying a quantity of assorted luggage 
ina Saks-34th Street, New York City, dis 
play celebrating “National Luggage Week” 
last vear. The background was finished in 
a deep, vivid blue. The halt-round white 
wooden globe showed a lightly sketched map 
of the two Americas in red, yellow, and 
blue. White paper streamers extending from 
the globe to the wall on either side bore 
the text in alternating navy and red—“This 
is Travel America Year—Go with New, 
Smart Luggage.” 

White cutouts of a steamer and airplane 
at the ends of the streamers were air- 
brushed in gray to stand out in three-dimen 
effect. A false 
irom the rear wall to the upper front val- 


sional ceiling extending 


ance, canopy fashion, was finished in the 
same deep blue as the background and spat- 
tered with colored foil stars as though to 
suggest a limitless firmament in which to 
wander. Along the white wood curved strip 
at the base of the window, rust-colored let 
“Saks at 34th Celebrates Na 
tional Luggage Week.” David Jaffey is dis 
play manager. 

George H. Wagner, J. L. 


Omaha, 


tering read: 


Brandeis & Co., 
created the third luggage display, 
for “Air-Metal” travel cases. 
this material's high tensile 


Kmphasizing 
strength with 
minimum weight, copy around the huge whit 
“Light as a Bird 
\ir-Metal Travel Case Classics.” 
signifies the 


background circle read: 
in Flight 
The word “Classics” ultra- 
The soa 
i! bird in the center circle, the smallet 
birds on the wing, carry out the “light as a 


swank nature of the merchandise. 


bird in flight” theme. The “winged” travel 
cases were suspended on invisible wires from 
tl ceiling. This novel display stopped 


plenty of Wagner 
Sales of the travel cases were extremely 


shoppers, reports, and 
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Los Angeles Displays 


By HERB CROSS 


"Dick"’ Whittington, Photographers, Los Angeles 


Mother Nature majestically convoyed her 
Easter-ship to Southern California in her 
usual comprehensive manner, leaving in the 
wake all troubles at home and abroad. The 
arrival was timed to a seasonal symphony 
of color and fragrance. While winter's 
mantle still lingered over the Sierra Madres, 
frothy pink and white almond blossoms 
sprang to life and spread their perfume 
through miles of groves in the lowlands. In 
the desert areas the landscape was dotted 
with sand verbena, desert candles, Califor- 
nia four o’clocks, and coreopsis. Along the 
coastal slopes were yellow violets, shooting 
stars, Mariposa lilies and dwarf lupine, 
while baby blue-eyes and sunshine flowers 
flourished near the foothills. This springtime 
symphony an overture to living 
became the inspiration for the Easter win- 
dow displays in Southern California. 

With the Easter season came the old tra- 
ditions. New bonnets, new frocks literally 
took the populace by storm and were mag- 
nificently merchandised in the displays. Talk 
of the radiant new fashions, from American 
No tiny 
item of color and design was overlooked by 


markets, was on everyone's lips. 


this appreciative audience. The windows 
displayed the fashions to their very best 
advantage as they set the stage for the 
Sunday Many new 
designed to 
displaymen 
had the conventional bunny-rabbit doing 


Easter promenade. 


story-telling windows were 


please the younger shoppers; 


everything from wheeling a cart full of Eas- 
ter eggs to playing magician. 

The Los Angeles chapter for “Aid to 
Britain” recently sponsored a “Buy British 
Week,” in which merchants carrying Brit- 
ish-made merchandise participated. This 





idea, conceived in Portland, Ore., had a very 
successful preview here, and is_ rapidly 
spreading through the Pacific coast. Many 
large department stores in Southern Califor- 
nia participated in the local event. The win- 
dow displays had particular prominence dur- 
ing the week, as colorful flags, banners, and 
British paintings became backgrounds for 
the showings. 

J. W. Robinson Company celebrated its 
annual spring “Flower-Perfume Show.” 


Harvey Pettit, display manager, at this time 
each year—in cooperation with the Los An- 
geles florists—executes some of the most 
spectacular presentations ever presented to 
So completely 


a window-shopping public. 








gorgeous are the arrangements of blossoms, 
fresh each day, that over the four-day show- 
ing traffic on the sidewalks and street is in 
a constant state of blockade due to the ad 
miring throngs reluctant to leave each win- 
dow. The flowers occupy seven or eight con- 
secutive windows and similar displays are 
distributed throughout the store, particularly 
in those sections adjacent to the perfume de- 
partment. (A nationally advertised perfume 
manufacturer shares the spotlight with th: 
flowers.) 

One window of this series, pictured on 
page 7, has as its flower offering almond 
blossoms and gladiolus. True to the theme, 
“Romance Americana,” the miniature char- 
acters in the background portray “Court- 
ship.” In each of the windows this tiny 
couple play the love interest, beginning with 
their “introduction,” and culminating in their 
marriage. “Courtship” reveals them in a 
romantic boating scene. The frilly shadow- 
box from which the scene is shown makes 
a perfect setting for the Colonial costumes 
they are wearing. In the foreground of this 
window the boating scene is enlarged upon 
The lake atmosphere is carried out with a 
decorative bridge, with a stream running 
beneath it, and moss and birds which would 
naturally be found near a_ lake. 
clever characters are also included, such as 
a cupid astride a turtle, a fawn, and a dove 
The flowers are decoratively arranged at 
each side. The illumination in the window 
was general, with the exception of a small 
spotlight bringing out the small characters 
in the background. 

The Easter windows at J. W. Robinson 
Company were also very well executed and 
eye-catching, as seen at the lower left, page 


Several 


—Above, by Carl W. Ahlroth, The May Com 
pany. . . . Center, from Desmond's-Wilshire 
. . « Left, by Harvey Pettit, Robinson's. . . 
(All photographs by courtesy of "Dick" Whit 
tington, Photographers, Los Angeles) — 
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—Right, from a well-known Los Angeles store. 
... Center, by J. Roy Stewart, Barker Brothers. 
. . . Below, by Harvey Pettit, Robinson's— 


6. They featured rabbit-land romances 
within Easter eggs. Massive eggs, about 4 
feet in diameter, were the settings. Each 
egg was moulded from plaster with flocking 
applied while the plaster was still wet. The 
effect was very close to the sugar-like tex- 
ture required. In each window of this Eas- 
ter series the end of the egg was cut off to 
reveal the scene inside. The interior of the 
egg was lined with crinkled foil. The tiny 
rabbits within the eggs were cut from paper 
and painted with appealing expressions on 
their faces. Mr. Rabbit, in the window illus- 
trated, is about to propose to Miss Rabbit. 
[he miniature background to this proposal 
is a cut out wishing well. The foil within 
the egg was of a different color in each dis- 
play. The illumination flashed intermittent- 


ly, lighting the tiny scenes with reflected 
colors. The eggs were placed on intricately 
sculptured standards, and were surrounded 
by Easter toys and flowers. At one side 
were shown the fashions. 

On page 7 is pictured a display by J. Roy 
Stewart, Barker Brothers ... one of the 
prominent stores which helped promote “Buy 
British Week.” This window featured lamps 
and decoratives for the home which were 
“recent arrivals” from Britain. On _ the 
background was a charcoal-drawn section 
of the globe, with John Bull standing on 
the British Isles and Uncle Sam on the 
UL. S. A. Coursing between the two coun- 
ries were three battleships. The figures and 
he boats were cutouts painted in national 
lors. The merchandise shown in the fore- 

ound of the display appeared to be fresh- 

unwrapped and was still covered with 
aw. Three shipping barrels from Britain 
lded to the atmosphere of “recent arrivals.” 
colorful poster urging the shoppers to buy 
mething British also appeared. The illu- 
ination in this window was general. 


One of the most elaborate of all Easter 


DISPLAY WORLD 


displays in the downtown area appeared at 
a prominent store. Nearly one hundred in- 
dividual figures of rabbits were cut out or 
moulded tor this window, pictured at the 
top of page 7. Each of the rabbits had its 
particular action to portray, and did so in 
conjunction with eight of the many children’s 
stories dealing with the bunny at Eastertime 
In the foreground of this window were eight 
top hats, turned upside down. Within each 
of these hats was illustrated a story or poem 
Done in miniature, the atmosphere within 
the hats was very authentic Complete 
scenes were moulded from plaster street 
scenes, theatricals, etc. In one scene a large 
bunny 1s. strutting down a_ thoroughtare, 
lined with smaller prancing rabbits. Beside 
the hat, as beside all the others, was a 
descriptive poem explaining the action. The 
theme of this corner window was “Peter 
Rabbit, the Magician.” One rabbit in the 
center of the display held a magic wand and 
was seemingly lighting up the individual 
scenes in the top hats. One scene after an- 
other flicked on under the magician’s magical 
power. An audience of twenty-four toy rab- 
bits sat atop the hats and gazed with awe 


[Continued on page 47) 
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en’s Wear Windows 
ome Into Their Own 


Years go by, and in every field of endeavor 
there is a pronounced improvement shown 
by the men who “keep the ball rolling” and 
a similar improvement in the results ob- 
tained through their efforts. This is quite 
true of displaymen and display. Much could 
be written or said about the advancement 
ot display at large—but what of men’s wear 
windows ? How have they progressed? 
What are displaymen in men’s shops and 
stores doing today? What are they plan- 
What's ahead? 


Lagging to some degree behind women’s 


ning for tomorrow 


wear display, but definitely on the march, 
men’s windows began to improve with the 
adaptation of unit display. Men's clothing, 
hat, and furnishings trims began to assume 
some composition and balance. No more 
of the massing and piling merchandise from 
every department into one window, with 
every square inch fully occupied and _ pain- 
fully showing it! Unit trimming became the 
trend with related goods being shown with 


By JOE VAUGHN 
Porter Clothing Company, Birmingham 


the central unit, not scattered at random all 
about it. 

Then came the men’s figure—a grotesque 
sort of thing at the outset, with heads en- 
tirely too “pretty” (and I’m sorry to say 
that some of these persist even today) and 
designed in one standing position only. They 
were new. They gave men’s windows a shot- 
in-the-arm, so to speak, definitely assisting 
displaymen in pushing their work another 
notch up the ladder. In greater and more 
widespread use today, men’s figures are ob- 
tainable in every conceivable position, or 
may be placed in such, and are doing a good 
job in many stores. 

\long with mannequins came the construc- 


—Upper left, by A. J. Ritter, B. R. Baker 

Company, Toledo. . . . Lower left, by Joseph 

Apolinsky, Loveman, Joseph & Loeb, Birming- 

ham. ... Top right, by C. M. Shrider, A. E. 

Starr Company, Zanesville, Ohio. . . . Below, 

by A. T. Kalasky, W. B. Davis Company, 
Cleveland— 








tive influence of improved fixtures of al 
types. These contributed generally to th 
advancement of all display and particular] 
to the betterment of men’s windows. Manu 
facturers of fixtures and novelties have key 
abreast of the times and the professioi 
owes them a vote of thanks for their effort 
in making our work easier and more effe 
tive. 

Only in the last few years have men 
wear windows begun to show the influen 
of the dramatization that has been s 
prevalent in the presentation of ladies 
ready-to-wear. 

In my mind there are three factors most 
obvious in the present-day trend, in additio1 
to the use of figures and dramatizatio1 
First, increased care in planning. Second 
more perfect presentation. Third, volum: 
increase in sales, due directly to display 
Naturally there are others, but these seem 
to cover most fully what displaymen and 
their stores are trying to do. 
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Let's consider the first factor. Not so 
many years ago men’s windows. weren't 


planned at all. Perhaps the owner of the 
store wanted to put into the window a par- 
ticular new suit or coat. He would call in 
the “window-trimmer,” show him the mer- 
chandise, and in it went—along with any 
and everything else the store carried. Today 
the progressive stores plan their displays to 
dovetail with all other advertising that is 
to be done, weeks and often months ahead. 
Conferences are held and in them the 
playman is no longer the “forgotten man” 


dis- 


but a very important cog in the machinery 
of planning a_ well-timed 
merchandise. The windows are scheduled to 
go in at time to catch the 
the newspaper ad, and interior units are set 


presentation of 


such break ot 
up in the departments where the featured 
found. Behind it all 

newspaper, direct mail, radio and all other 
then find a 
prehensive showing of this merchandise in 


goods are to be 


media—the customer can com- 
the store window ready and waiting for his 
selection. 

Perfection in presentation covers a great 
over the 


many things but all country one 
finds alert displaymen in men’s stores de- 
voting more attention to details that for- 
merly were overlooked or ignored. There 
is harmony in color within the unit. There 
is greater care in the preparation of mer- 
chandise; better pressing, more careful 


absolute 


“working up” on figures and forms; 
There is more thought 


cleanliness. given to 


DISPLAY WORLD 


the selection of “related goods” and special 
attention is being given events of local or 
national interest that might be tied up with 
certain presentations. Most important, and 
underlying all of this, definite idea; 
an idea carefully planned and executed to 
add the necessary punch and to insure eye- 
catching appeal. 

The important trend of all in the 
final analysis is volume due in a 
large measure to improved displays. There 


is—a 


most 
increase 


has never been sufficient emphasis put on the 
importance of good display and it should 
proud to that re- 
tailers are finally coming to sense that their 


make displaymen know 
work is responsible for such gains. I see a 
further increase in budgets for display de- 
partments in men’s stores as this realization 
increases and the cash registers continue to 
ring. 

And 


for men’s display? 


these questions, “What's ahead 
What will the next few 
that 
remain 


now 


vears bring? Granting economic and 


business conditions largely as they 
are today, what further changes are in pros 
pect 7” 

It doesn't require the musings of a Nos 


tradamus to predict that men’s windows will 


—Left column, top, by Clement Kieffer, Jr., 
The Kleinhans Company, Buffalo. . . . Below, 
by William E. Mixon, Kresge Department 
Store, Newark. . Right column, top, by 
J. E. Vent, Rike-Kumler Company, Dayton. 
.. . Below, by Del Heizer, Mabley & Carew, 


Cincinnati— 








continue to improve. Displaymen in men’s 
putting forth effort and 
thought than ever before, mainly because of 
these factors, but they will not be 
to coast along. They thinking and 
planning and working for more spectacular 
They will inject the stimulation of 


stores are more 


satisfied 
will be 


display. 


special effects into every window in_ the 
form of unusual settings and lighting. They 
will strive to promote men’s wear rather 
than merely show it. And mark my word, 


keynote will be “masculinity” in a 
greater degree than at any time in the past 


Men still buy the big majority 


their 


or present. 
of men’s apparel and while they like to se« 
it displayed artistically, they like even mort 
that when they walk up to a men’s store the 


windows will fairly shout at them, “Here 

are men’s clothes in a real man’s store 

and displayed as a man wears them!” 
(Editor's note: The display at the uppet 


was done by A. J 
LToledo Lhe 


excellent ex 


left on the opposite 
Ritter, B. R 
Mahnequin, 


page 
Baker Company, 
incidentally is an 


ample of modern men’s wear figures. The 


window is of the invisible glass type 


Below this display is one tor Interwoven 


hose, by Joseph Apolinsky, Loveman, Joseph 
& Loeb, Birmingham. The red-caps are cut 
outs, and the word “Interwoven” is done in 
neon tubing. 

The illustration at the upper right on the 
same page is of a straw hat display by C. M 


Shrider, A. E. Start Zanesville 


[Continued on page 47] 


Company, 





brda-dlardbelbekeatee 














DISPLAY WORLD 


APRIL, 194 


Manhattan Display Scene 


Another Easter —another bonnet! And 
truly the traditional Easter bonnet has re- 
ceived something just less than an exciting 
frontal attack” along the Avenue. A bunch 
of vegetables, a bouquet of flowers, a hand- 
ful of ribbons, yards of veiling — engaging 
bits of handiwork dramatized by display in 
the most engaging ways. 

Fluted paper balls in the vivid shades of 
purple, green, yellow, and red made the in- 
genious millinery heads for displaying Eas- 
ter hats in the Peck & Peck window, which 
is pictured. Here, Display Director Robert 
Connolly arranged his version of abstract 
heads on the shelves ot an old-fashioned 
what-not which was painted white, the 
shelves edged in white ball fringe and the 
Easter egg like knobs at either end of the 
shelves painted in pastel colors. A white 
lace paper doily was carried around the 
base of each “head” and Easter lilies and 
vellow calla lilies were used in a bouquet 
on the top of the unit. The center backwall 
panel was painted yellow, and white organ- 
die curtains were hung as background. “I 
want an Easter Bonnet I can wear all 
Spring with my suit” was the copy in this 
setting. 

“So Sweet for Easter So Sweet the 
Harlequin Coat with a silken rustle’ made 
the fashion message in a series of windows 
at Bonwit Teller’s, one of which is shown 
in the second illustration. For this series, 
which highlighted a fascinating collection 
of fashions, Display Director Tom Lee used 
background panels finished in pink and white 
wallpaper. An accessory grouping used 
against the foreground panel counterbal- 
anced the posed mannequin. The accessory 
grouping was made up of a lingerie blouse 
and a spring hat shown on a wire unit and 
completed with gloves and costume bracelet 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


shown with a large spray of pink roses, 
lilacs, and ferns. White lace paper bordered 
the frame of the window and the same kind 
of paper was also used around the violet- 
colored window card which had a satin rib- 
bon bow in shocking pink pinned in one 
upper corner. The mannequin was stepping 
out in a bright navy coat striped in shock- 
ing pink. 

“City-Country Wives prepare for a_ big 
Easter” made the opening message in the 
series of windows (not pictured) for the 
opening of the new shop of Bonwit Teller 


in White Plains. The mannequin-wives, 


who singularly resembled their character 
part, were posed by Tom Lee in a garden of 
yellow and white tulips with a blue sky 
All the clothes that go to make 


background. 








Sa 


* 





up the occasions of their day were featured 
in the series and as their newspaper ad 
cleverly said, “you may wear sports clothes 
most of the time, but when you go to parties 
and dances, it’s every woman for herself. 
In one particular display, the mannequin 
contemplates her garden wearing a yellow 
slack suit with black sweater and_= scarf 
Quoting further from the ad copy which so 
aptly told the window story, it headlined 
“Citv-Country Wives—Of Thee We Sing 
Yes, we mean you sun and wind girls wh 
live out where you can see the sky. Yours 
the privilege of sniffing sweet air these 
mornings. . . . It’s a nice life. But it’s 
serious, too. You're American—very much 
so. And there’s Johnny—almost draft age 
You're woman enough to know your job goes 
all the way from working for what you be- 
lieve in—to looking better than you've eve: 
looked before. That’s where we 
Making city-country wives look pretty is a 
life work with us. This is true in New 
York. It will be true in White Plains. We 
know how to dress you for the kind of lite 
that’s yours.” 

The appealing story of Alice in Worn 
land served as display theme for Displa 
Director Sidney Ring in a series of chil 
dren’s windows at Saks-Fifth Avenue. Fa 
miliar characters from the book were chat 
acteristically posed in each of the six set 
tings. “The fish footman delivered a great 
letter . . . an invitation to the Duchess 
play croquet with the Queen,” read the win 
dow copy held by the seated child. The ele- 
gant fish footman lived up to his part in 
iridescent finish, quite properly dressed in 


can help 


gold-trimmed dark green livery. The three 


busy gardeners were shown with their bu 


—At top, by Robert Connolly, Peck & Peck 
. . . Center, by Tom Lee, Bonwit Teller. 
Left, by Sidney Ring, Saks-Fifth Avenue. 
(All photographs by courtesy of Virgin 
Roehl Studios, New York City) — 
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—At right, a display from Weber & Heil- 
broner. . . . Center, from Miles Shoe Store. 
. . « Below, from Jay Thorpe's— 





‘ts of paint and brushes standing by the 
great rose tree which showed many of the 
white roses already painted red. “Alice met 
1 caterpillar sitting on a mushroom and 
smoking a hookah”... made the copy in an 
adjoining window where the bright blue 
caterpillar was shown seated on a giant 
mushroom. “Near the King was the white 
rabbit . . . with a trumpet in one hand and 
a scroll in the other”... continued the story 
and the little pink pig held by one of the 
mannequins and the Queen ot Hearts com- 
pleted the window story. 

“Spring ushers in New Fabric Group 
suits ... smarter than ever before” read the 
card copy (illustrated with a sketch show- 
ing scissors and bolts of suiting) in this 
window of Weber & Heilbroner, pictured at 
the top of page 11. A spring yellow made 
the finish of the two large picture frames 
which were placed against a slanting panel 
draped in gray suiting and a length of yel- 
low tie silk. Shirts and ties made the still- 
life composition in each of the frames—one 
pattern of tie featured throughout the set- 
ting. 

An interpretation of spring made the dis- 
play setting in one of the windows for the 
opening of the new Miles Shoe Store, as 
seen in the center photograph on this page. 
An impression of the Plaza formed the 
mural background, this being executed in a 
black and white free line drawing with a 
red and black wash. Black plaster lamp 
posts with colorful spring flower arrange- 
ments in the lanterns were shown at either 
side of the setting and a mannequin, in 
spring costume to complement her new 
shoes, was casually posed on the graduated 
platform. The jasmine yellow fabric for 
the floor covering served as a perfect foil 
for the display of footwear. 

At Jay Thorpe’s the current play, “The 
Doctor's Dilemma,” starring Katherine Cor- 
nell, served as tie-up for a charming pres- 
entation of a Jay Thorpe original. A maid, 
pouring a cup of afternoon tea, is depicted 
in outline through black chenille covered 
wire, the teapot and the cup similarly exe- 
cuted in white wire and the white organdie 
apron and cap pinned to the figure. A white 
wire cake stand uses white lace paper doilies. 
The background for the setting was painted 
in light blue. Pictures of the actress and 
scenes from the play were used in the fore- 
ground. 

On the premise that a new hat gives an 
Inspiring “lift,” Stein & Blaine’s display (not 
pictured) illustrates how high the spirits 
may soar. In keeping with the copy counsel 
“Hold your head as high as you like” (this 

cription executed with charcoal on white 

t backed with a layer of magenta) Jack 
Gregory employed shades of blue spun glass 
ty create cloud formations, the largest one 

the lower left foreground; through this 

upper half of a mannequin appears to 

e risen. The remaining clouds decrease 

size as they rise higher and away from 

spectator. Her head high in the clouds, 
background mannequin (wearing powde1 
with red accessories) looks down on 

ids through which are projected angels’ 
tract heads displaying hats 
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|. This bridal display provides a 
did opportunity to feature an exte: 
and unlimited wardrobe for the trouss: 
The sketch illustrates a taxi constructe 
wall board and painted bright yellow 
the heads of the bride and brideg: 
looking back through the rear window 
suitcase displaying a complete wardr 
and appearing to fall from the tax 
suspended in mid-air. 


2. ‘American Gifts For Ameri 


Brides.'' Here is suggested a large white 


shadow-box with a broken center thro 
which appears a platform of steps in + 
white and blue and upon which are 


played appropriate bridal gifts. A ha 
wearing a wedding ring is gracefully e» 


tended toward the gifts and help: 
dramatize the setting. 


3. Here is an appealing setting for win- 
dow or interior to invite many a heart to 


go dancing or romancing on a June night 


The design can be carried out in three 


mensions. The moonlight on rippling water 
is created by lighting effects. The sket 


has unlimited possibilities. 


4. Patriotism should be emphasized i 


this year's parade of graduates. 


caption might read —''Forward, Young 
America!'’ A selection of wearing appar 
and other appropriate gifts for the grad 
ate can be given a patriotic air in thi 


setting. 


5. Your air-conditioning provides 


fortable, cool shopping for your customer 


But is your store eauipped with retre 
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FOR JUNE 


ment wagons? Station these colorful 
wagons at your busiest sections and make 
shopping a real pleasure. Similar wagons 
can be used for boutonnieres, knick-knacks, 


and the like. 


6. A humorous note is struck in this 
sketch by the use of an old-fashioned tin- 
type study of the proud father—sure to 
arouse attention and interest. Display a 
diversified assortment of gift items that 
will have a special appeal for this occa- 


sion. 


7. Do not confine your Father's day gift 
items to the men's departments. Why not 
set aside special counters for Father's day 
gifts and place them in other sections of 





your store, wherever shopping traffic is wn. 7 
heaviest? Clerks at these counters should Nae q Mi legny bast 7 i 


be well informed on the subject of Father's ‘ {i a ep fs 
day gifts. Advertise the fact that pack- | ie 
ages for this occasion will be gift-wrapped. 


8. Try converting your columns into 
sign posts to indicate the location of the 
Sports Shop. In this sketch tree bark is 
used to cover the columns. Suggestive 
sport subjects help to stimulate interest 
and lead the way to sport activities. 


9. This display unit can be utilized in a 
number of ways—for the top of your 
ledges, counters, or in the window. It can 





be simply and inexpensively constructed of 
rustic boards and tree trunks. The realism 
of the setting is further accentuated by a 
photo-mural or painted scenic background. 























10. There are unlimited possibilities for 
the use of this poster design. It can be 
utilized in a number of ways: on your de- 





livery trucks, elevators, or it may be car 





ried out as a window background for 











appropriate Father's day gift items. 
































DISPLAY WORLD 


APRIL, 194 


Nature Runs Rampant 
in Chicago Displays 


‘The flowers that bloom in the Spring 
tra-la” have plenty to do with the case pre- 
sented by Chicago displaymen this April. 
Almost to a man they appear to have turned 
gardeners, and with the most breath-taking 
results. Phenomena in foliage never before 
known to spring from the good earth are 
bursting from synthetic sod from the Loop 
to North Shore. Alice-in- Wonderland tulips, 
goblin trees with lean fingers and glittering 
gew-gaws, flowers with taces, leaves with 
all come forth together to create an 
theme for window 


moods 
inspired blossom-tim«e 
shoppers. 

Blue ribbon tulips, over 12 feet in height, 
are pushing their way through the ceiling of 
the main floor at Marshall Field & Co., in 
Evanston. Del Le Sage, director of display, 
conceived the happy idea of “planting” these 
gargantuan heralds of spring in a circular 
grass-covered bed atop a partition running 
through the main aisle of the store. Exe- 
cuted of material in natural colors, the giant 
flowers are effectively spotlighted from be- 
low so that they throw fascinating shadows 
upon the walls and ceiling. A typical group 
is shown on this page. 

“Minnie the Mermaid,” 
velvet, held forth recently in a_ startling 
display at Saks-Fiith 
Display Director Michael Michele. 
fully slithering about the trunk of a draped 
halt-tree half-monster of the lower depths 


wrapped in green 


Avenue, arranged by 
Grace- 


(vour guess is as good as ours) she wore a 
dashing wisp of a hat, held another veiled 
conceit in her hand while she pondered an 
old-fashioned golden locket. \ true-to-life 
mannequin added contrast to the unreality 


>) CENTRaT 
iA niMoRE ae 





By KENDALL HULL 
F. A. Kuehn & Co., Chicago 


ot the rest of the set splashed over with 
brooches, shoes, purses, gloves, 
The window is pic- 


glittering 
and apples of the sea. 
tured on this page. 
“All brides are not June brides and now 
is as good a time as any for the honeymoon,” 
reminded a wanderlust window designed by 
Paul Wertz at The Fair. Front and center 
was a slant-roofed railway depot bearing 
the painted sign “Grand Central Station— 
Chicago ... Baltimore and Ohio Railroad.” 
Before the platform ran a miniature set of 
rails; train bulletins and luggage stacked 


high added further atmosphere. Poste: 
headed “Our Bride’s Going-Away Cost 
is Bride’s Beige whether it be suit or t 
coat.” Two expectant mannequins “on tl 
marks” stood waiting for the whistle 
window is pictured on page 14. 

The Easter rabbit hopped into the pict 
early in the month, cut quite a path 
himself, whisked out of sight just as 1 
issue went to press. The cameraman caug 
him making “Plans for Spring” in a Jac} 


son boulevard window of Henry C. Lytt 
& Sons (The Hub) shown in the second pl 





S TATIO - 
N-C : 
OHIO Range’ AGO, 


tograph on page 15. In the left panel of 
the display he was found seated among the 
flower-pots before a blueprint poster, hard 
at work over his drawing board. Two fas! 
ion figures all set for the annual parad 
stood among a cleverly arranged exhibit 

accessories. In the right hand panel Bre: 
Rabbit was last seen balancing himself upo: 
an upended T-square, chalking up cartoon 
sketches of himself and chirping chicks 

outline. Rabbits and drafting tools we: 
cut out of fir plywood. A trio of manne 
street attire completed the = set 
sections of the window 
“Plans for Spring 


quins in 
Posters in both 


echoed the caption, 


—Clusters of tulips 12 feet high adorned the 
interior of Marshall Field & Co., Evanston 
recently, as seen in the first illustration; De! 
Le Sage is display director. ... A "surrealis- 
tic’ setting by Michael Michele, Saks-Fifth 
Avenue, is immediately above. . Left, by 
Paul Wertz, The Fair... . (All photographs by 
courtesy of Fred Kuehn & Co., Photographers 
Chicago)— 
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—Mortars and pestles were the motif for a 
series of "Spring Tonic’’ displays by J. W. 
Campbell, Carson Pirie Scott & Co... . Next 
is an Easter window by G. C. Bowen, The Hub. 

. Below, a prize-winning flower arrangement 
is copied in artificial flowers as a background 
theme by Les Borofsky, Morris B. Sachs Co.— 


G. C. Bowen, display director, was respon- 
sible for the presentation. 

In a more realistic tempo than the giant 
tulips mentioned above, Les Borofsky, head 
of the display department of Morris B. 
Sachs, duplicated with artificial blooms the 
prize flower arrangement recently featured 
in House and Garden. The bouquet in a 
burnished, metal-handled vase was_ spot- 
lighted in a large shadow-box frame set in 
the folds of the dark window draperies. 
Cover of House and Garden and a copy of 
the magazine opened to the flower section 
occupied a spot down front within an open 
picture frame backed by a modernistic tree 
form hung with a drape of material. Two 
mannequins and a_ fixture showed tur- 
trimmed coats with a spring air. The win- 
dow appears at the bottom of the page. 

Much the same idea was employed by 
J. W. Campbell in Carson Pirie Scott & 
Co.'s State street windows when he used a 
series of gold-leaf picture frames with black 
shadow-box sides and light paper back- 
grounds before which were sprays of white 
apple-blossoms strongly highlighted from 
behind. The frames were set in rich red 
composition board panels. Varying fashion 
settings were presented throughout the se- 
ries, each being titled, “Be a Lovely Lady in 
the Easter Parade.” Typical copy was that 
used for a suit display which ran: “You'll 
wear a suit, of course, but it’s distinctly 
feminine in design and becomingness to you.” 
Perfume and gay spring accessories were 
shown. This window is not pictured. 

With the same frames Campbell arranged 
another group of backgrounds earlier in the 
month. Shown here are twin panels, typify- 
ing the group. In lieu of the flowers, black 
paper cutouts against the lighted paper 
backings of the picture frame formed silhou- 
ette designs of mortar and pestle units. Pos- 
ters were headed appropriately, “Spring 
Tonic,” and exciting plaid ensembles were 
recommended as seasonal pick-ups. One of 
these displays is illustrated here. 

Unusual among Easter exhibits was that 
conceived by J. R. Cooper, Mandel Brothers. 
Occupying the State and Madison street cor- 
ner window, the set featured two gigantic 
composition eggs with piquant painted faces, 
black screen-wire curls and wooden sailor 
hats of dusty-pink wood. The heads were 
peeping Jack-in-the-box fashion from the 
Ussues of two pink and white candy-striped 


hat containers. The lids, leaning against 
the sides of the bandboxes bore the words 
m black script, “Pretty . . . Pretty 

Prett .. The Prettiest Hats in the Easter 
Para : Making good the boast were six- 


teen bona fide bonnets, veiled and unveiled, 
Perched jauntily upon as many life-sized 
satin leads, also replicas of eggs and grow- 
Ing lie flowers on stems emanating as quills 


irom the two gigantic wooden sailors. The 
whole effect was as jaunty as spring itself. 
r} 


l€ \ indow is not pictured. 
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any other material is used by Herbst for his displayers, as wit 
cted entirely of strips of cane. The 


of other materials is also pictured— 


trade of Gerard Herbst, 


—Fascinating display "gadgets are the stock-in 
lia, for which John central figure above—constru 


display manager for Prestige, Ltd., Melbourne, Austra 
C. Wagner is merchandise manager. . . . Wire, metal, rope or practically 
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), Allyn Dean Wins 
Sew And Save Contest 

With a 25 per cent increase in the number 
of entries over 1940, this year’s judging in 
the “Sew and Save” display contest awarded 
frst prize of $100 in the large store group 
to J. Allyn Dean, MacDougall, Southwick 
Company, Seattle. Carl Rinnus, R. F. Hern- 
don & Co., Springfield, Ill, won second prize 
of $50. In the smaller store group the fol- 
lowing awards were made: first, $100, A. L. 
Squires, Gebhart-Gushard Company, De- 
catur, Ill.; second, $50, Clyde Coffee, G. W. 
Robison Company, Hope, Ark. The contest 
was sponsored by the National Needlecraft 
Bureau, 383 Fifth avenue, New York City. 

In the chain store division, $100 went to 
Larry Pruitt, W. T. Grant Company, Deca- 
tur, Ala.; $50 to MeCrory’s, Shreveport, La., 
and $25 to McCrory’s, New Orleans. Two 
other prizes of $25 each went to W. T. Grant 
Company, Ybar City, Fla., and the Green 
United Stores, Inc., Peekskill, N. Y. 

In recognition of a group of thirteen win- 
dows featuring “Sew and Save” at the Her- 
man R. Hertel Store, Pasadena, a special 
award of $50 was made this firm. P. K. 
Howell is display manager. 


Display Of Plastics 

Excites Interest 

An entire window of “Lucite” methyl 
methacrylate, displayed recently by Lewis 
& Conger, New York City, attracted consid- 
erable attention and comment. Many fin- 
ished articles made of this du Pont material 
were shown, together with tubes and rods in 
various forms as supplied to fabricators. A 
dramatic presentation of “Lucite’s” light- 
piping property formed the center interest, 
with a massive rod carrying bright light 
from a concealed source through the rod 
length to the front of the window. Eight 
large tubes, some about 4 feet tall, were geo- 
metrically arranged at the center back- 
ground. Specially produced cylinders sev- 
eral inches thick demonstrated the plastic’s 
clarity. 





Department 
Of Correction 


Through an error on the part of our Los 
\ngeles correspondent, an illustration at the 
lower left of page 10 of the March issue 
credits the display to Desmond's, and_ the 
phrase “California Preferred” to the same 
store. Both should have been credited to 
a well-known Los Angeles store whose pol- 
icy is to remain anonymous in trade publi- 
cations. 

In the account of the “Seamprufe” display 
contest in the March issue it was stated that 
third prize was won by John Pinello, Hart- 
ley’s, Miami. The credit should have gone 
to Harry N. Lenhoff, of the same store, who 
recently left Gamble-Desmond Company, 
New Haven, Conn., to dia Hartley's. 


New Display Head 

For Berry. Burke 

W. ©. Allen, formerly with Lansburgh & 
a, Washington, has become display 
Manager for Berry-Burke & Co., Richmond. 
He succeeds Claude Dodson, who is now 
with Miller & Rhoads as assistant display 
Manager. 
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Mail this coupon today, for your FREE display guide, 
with complete information on colorful, summer displays. 
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Just received the following message from 
our old friend L. A. Dwiggins in Chicago 
(“Dwig” to you), relative to the Chicago 
club’s plans for the International Association 
of Display Men convention to be held there 
in June. 

“All signs point to the largest attendance 
of any I. A. D. M. convention ever held in 
Chicago when the Windy City plays host to 
displaymen from all over the U. S. A. June 
23-26 at the Hotel Sherman. 

“In keeping with the anticipated size ot 
the convention, plans are almost completed 
for a program that will bring before those 
attending new and timely features which will 
be of the highest interest. 

“Such noted personalities as Gene Flack, 
the “Sunshine Biscuit Man;” Laszlo Gabor 
of Kaufmann’s, Pittsburgh, and instructor at 
the Carnegie institute; Dan Hines, dynamic 
member of Sears’ Field Supervisors, and 
others will be on our speakers list. 

“We will see a technicolor fashion movie 
trom Carson Pirie Scott & Co., Chicago, 
now in the making and which promises to be 
a sensation. George Bailey, one of the na- 
tion’s foremost authorities on men's wear 
display, will speak and also have an exhibit 
on the proper handling of men’s suits. 

“As no gathering of displavmen would be 
complete without Carl Haecker, Montgomery 
Ward & Co., the speakers’ committee states 
he will positively be on hand to contribute 
to the program as only he can. Several 
State street store executives are also slated 
for talks. R. C. Kash, editor, DISPLAY 
WORLD, is another one of the prominent 
figures to add lustre to the assemblage 

“It is planned to have an exhibit in unit 
sizes of displays ot a number of various 
types of merchandise in which will be de- 
picted suggested methods of handling spe- 
cific items. These displays will be set up 
by experts in each line and will be a source 
ot education for old as well as young dis- 
playmen. 

“These and many more features make it 
imperative that every displayman plan now 
to spend the entire four days of the conven- 
tion in what will be a truly worthwhile post 
graduate course in display sales promotion.” 


It is not necessary for one to be a member 
of the I. A. D. M. in order to attend the con- 
vention. It, however, any of our readers 
are interested in becoming a member, kindly 
write to I. A. D. M. National Headquarters, 
402 Evening Star building, Washington, D. C. 


The I. A. D. M. has just issued to every 
one registered at last vear’s convention a 











six-page copy covering the rules and regu- 
lations of its Annual National Display 
Achievement contest. A drastic change has 
been made this year in the classifications for 
which display awards are offered. Twenty- 
nine classes have been dropped from the 
window display group because of a lack of 
interest in these classes in the past, which 
automatically created a condition of “no 
contest.” In consideration of the increasing 
importance of interior displays, as proven in 
a recent I, A. D. M. survey which shows that 
a larger portion of the display dollar is spent 
on interiors than is spent on window dis- 
plays, twenty-nine new classes have been 
added to the list, each one an interior item. 
No change has been made in the Sweep- 
stakes division, even though classes have 
been dropped from the list of single entries ; 
to take these same items from the Sweep- 
stakes would work a hardship on those com- 
peting in each respective division. 

This should stimulate a great deal more 
interest in the contest and it is expected to 
increase the number of entries considerably. 
The man who wins a single prize out of the 
eighty first, second, and third prizes offered 
(making a total of 240 prizes) can be justly 
proud to see headlines in his home-town 
newspaper announcing that he has won a 
national prize in display competition. His 
management reads this and thinks: “Our 
John Brown must be a pretty good display- 
man; perhaps we should consider him more 
seriously in the future.” 

Of course you've heard of George Wagner. 
George won the grand champion prize last 
vear in the I. A. D. M. National Achieve- 
ment contest. No, George doesn't hail from 
New York, Chicago, San Francisco, or Los 
\ngeles. He is display manager for J. L. 
Brandeis & Sons, Omaha, which just goes 
to prove what I have said before—that a 
displayvman does not have to work in our 
largest metropolitan areas in order to reach 
the top. This contest offers the man in 
Paducah or Kalamazoo an equal opportunity 
with the man on Fifth avenue or State street. 
Not that Omaha isn’t a good-sized and 
highly respected city. On the level, it would 
be worth while for many retailers to send 
their display managers to the next conven- 
tion just to see what George is doing be- 
cause George is “tops.” (Don't let me down 
after all this, George !) 

If vou do not have a set of rules govern 
ing this contest write to national headquar- 
Opportunity 
knock every day so grasp it now and get on 
the band wagon. (You don't have to blow 
your own horn. The I. A. D. M. will blow 
it for vou if you can quality.) 


ters without delay. doesn't 


By JOHN L. KING 
Managing Director 








I have just heard from Jacksonvilk 
bany, and Green Bay. The first tw: 
newly formed display clubs. St. Louis 
organized last month. 


Just received the latest copy of “Display 
Topics,” the Cleveland Display Club's organ 
(That fellow Fadem is really doing a job.) 
The following is an excerpt: 

“Chicago bound. The Cleveland club is 
busy making plans to attend the I. A. D. M 
convention in Chicago. It does seem a litth 
early, but there’s no holding down our ve1 
active President Osterland. The idea here 
is to have as many displaymen as_possibl 
in and around Cleveland to write the editor 
as soon as possible. We would like to have 
displaymen, members and non-members of 
the I. A. D. M. join the many members of 
our club in a real old-fashioned display 
party, travel onward to Chicago in special 
cars. Come on, displaymen, get in back of 
this idea. Let's help Chicago put on a real 
convention. It's a great idea, a great cause, 
a great trip and a great deed will be well 
done. Let’s go where the future in display 
awaits us. Akron, Canton, Warren, Youngs- 
town, Toledo, Pittsburgh, Newcastle, Pa. 
Erie, Pa., Sharon, Columbus, Mansfield, 
write us for information. We want you to 
join us. On to Chicago in June. Write 
real soon.” 

That's the spirit we need in every city in 
the country; all it requires is some one with 
enough leadership to pull the boys together 
A special car should be made up from ever) 
section of this country and Canada. Get the 
old-time spirit. It’s going to be an old-time 
convention with the modern trend. 

Do you need assistance in selling yout 
boss the idea that he should send you to the 
national convention? Let us know the facts 
and we will be glad to help you. Try to 
bring him with you and let him see tort 
himself. 

As a displayman one must learn to talk 
display in the language of his employers 
He must know the answers. If a greate! 
appreciation is necessary he must know t 
he can not hope to prove this if he does not 
know how amounts are apportioned and how 
competitors operate. Displaymen must sel 
their ideas to the boss and it can not be 
done if the boss knows more about wiiat 
the customary expenditures are than th 
displayman. Many of these things can b 
learned at the convention, others can 
learned through membership in the I. A 
D. M. Better mark these dates on your cal 


endar now—June 23-26. You can't affor 


miss this convention. 
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“At Home Week” Success 
omes From Coordination 


By ADRIAN DELSMAN 
Fredericxk & Nelson, Seattle 


Frederick & Nelson's “At Home Week” is 
a semi-annual promotional effort, coordinat- 
ing the various home furnishings sections. 
Its object is to dramatize the new trends in 
furniture and home decoration in the same 
manner that style trends are presented in the 
apparel division. 
The theme of the store’s latest “At Home 
Week” was the combining ot modern and 
‘) traditional furnishings. The purpose was to 





demonstrate in a visual manner the possi- 
bilities of creating charming, fresh room ar- 
rangements by using the treasured pieces the 
customer already has with modern furni- 
ture, a modern carpet, or other modern mer- 
chandise. 

The importance of the style angle in sell- 
ing home furnishings has but recently been 
realized by that division of retailing. Fred- 
erick & Nelson feels that it is most impor- 
tant: that we should register in the minds 
of our community our alertness and knowl- 
edge of these style trends and our ability 
to provide our customers with the merchan- 
dise with which they may carry them out in 
their homes. 

By means of numerous displays through- 
out the store we demonstrate to the customer 
the proper manner of combining the correct 
furniture, draperies, carpets, and accessories. 
These displays also inspire the customer to 
bring new atmosphere into her home and 
through the desire to achieve this, create 
anew and broader market for this merchan- 
chandise. 

The settings were necessarily selected 

with great care to assure a harmonious et- 
fect. The color schemes were particularly 
important as they were the strongest factor 
in tving the old and new together. 
Twenty display windows were used for 
sae both institutional and merchandise presen- 
tations. Figures were used in most of the 
windows, 

The interior display division installed spe- 
cial trims in all home furnishings sections 
and other displays were spotted on the street 
floor and throughout the store. 

The three photographs give an idea of how 
three of the settings were handled. At the 
top, one of a series of six windows, the 








window was framed with white siding, sim- 
ulating a section of a home. Draperies were 





hung at each edge of the window. Next 
Is a dining room display showing the com 
bination of modern furniture with traditional 
china and accessory furnishings. The third 
picture is of a corner window, symbolizing 
“At Home Week.” The elderly figure stands 
In the doorway to welcome the family com 
: Ing up the stone walk. 

\ Despite the fact that the theme of com 
bint the old and new appeared most diffi- 
ult and presented many problems, it de- 
veloped into the most successful “At Home 
Wee’ that Frederick & Nelson had yet held 
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Looking Into Ihe Future 
With “Display Tomorrow” 


Something new for display is being under 
taken by the Display Sales Promotion Club 
Chicago, which is to be host to the annual 
convention of the International Association 
of Display Men at the Hotel Sherman, June 
26. Under the chairmanship of Perry 
Smith, Montgomery Ward & Co., a glimpse 
into the future of display is promised, with 


23 


miniature examples of displays as we may 
Titled 


Tomorrow,” this feature of the 


see them several years from now. 
“Display 
convention will be in the form of a contest 
open to anyone connected with display, re 
gardless of I. A. D. M. affiliation or not. 
1 he whole purpose of the event is to bring 
out new ideas and applications of material, 
Worth- 


while prizes will be awarded the winning 


equipment, lighting, and the like. 


entries 

\ccording to the spokesman for the Chi 
cago club: “It is not the name of something 
that can be readily described or analyzed. 
It is not the name of something existing 
today in this world of display, where selling 
psychology, coupled with art and inventive 
genius, creates the medium which produces 
more sales per dollar spent than any other 
type of advertising. Tomorrow has not yet 
arrived, but it is apparent that tomorrow's 
displays will arrive before tomorrow. ‘Dis 


play Tomorrow’ is a new type of contest 


national in scope, and not restricted to mem 
bers of the I. A. D. M. 

“The entries in the contest, if approved, 
will be displayed at the convention, and this 
display is expected to show the convention 


visitor not what is, but what is to be. It is 
expected to delve into the future and bring 
to light new possibilities, new trends, new 
media, and new methods that today are as 
far away as television was thirty years ago. 

‘\ number cf entries have already been 
received. Everyone is urged to enter. Those 
ot us who for various reasons can not enter 
the annual photo contest of the I. A. D. M. 
now have the opportunity of participating in 
the ‘Display Tomorrow’ contest—an event of 
outstanding importance. 

“The photo contest covers work that has 
been done. ‘Display Tomorrow’ will show 
what can be done. Your store management 
is interested in your past performances, but 
it is even more interested in what you can 
do for it tomorrow and the day after. Also 
there are many displaymen who have ideas 
that circumstances make impossible to util- 
ize in every-day display; many of these men 
feel that they can create outstanding displays 
if given the chance. This is their oppor- 
tunity; in ‘Display Tomorrow’ they can go 
the limit. 

“The sketch shows the dimensional re- 
quirements of the ‘Display Tomorrow’ de- 
signs. Note the 4-inch frame around the 
Within this frame you may use 
valances, etc. 


opening. 
any treatment you wish 

“The Chicago Code Authority for electri- 
cal outlets says that porcelain base recepta- 
cles and standard rubber double-wire with 
plastic plug will be acceptable. The cost of 
two 15-watt DC (not AC) bulbs, two porce- 
lain bases, and 5 feet of rubber wire with 
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plug is estimated by the Chicago Light 
Institute as approximately 50 cents. 

“Fluorescent lighting cost is estimated 
$3 for one 15-inch tube with convertor 
rubber wire with plug. The convertor 
necessary since the Hotel Sherman \ 
direct current. 

“Here are the rules: 

“1, Anyone may enter—displaymen, ¢ 
writers, designers, shop men, salesmen, « 

“2. Designs may be of any type and coy 
any subject. They may be windows, int 
riors, or store fronts. 

“3. They must be in diorama form—t! 
is, have height, length, and depth. 

“4. Designs must be one size: 24 incl 
long, 18 inches high, and 6 to 12 inches 
depth. Valance, side treatments, or son 
other idea may make the actual opening 
the diorama part vary. 
whole design only must conform to t 


In other words, your 


above-mentioned dimensions. This is for t 
sake of uniformity and to insure equal cor 
sideration in judging. 

“5. Each design must have a plain black 
frame, 4 inches wide, of wall board or si 
lar material around the front. 

‘6. Lighting of the diorama is not com 

pulsory, but a simple illumination by the us 
of two 15-watt bulbs will insure good vis 
ibility. 
"7. Ientries should be made immediate] 
or as soon as possible. The deadline tor 
entries is June 1, so as to enable prope: 
arrangement for space and electrical outlets 
with the Hotel Sherman. 

“8. Designs are to be brought to the 
I. A. D. M. convention on Sunday, June 22, 
and set up in an allotted space by the en 
trant. If you are unavoidably detained, de 
signs may be shipped by prepaid express o1 
freight, and upon previous notification the 
committee will make the set-up for you. 

“O An entry fee of $1 will be charged 
for each entry and is to accompany your 
entry. 

“10. You may submit as many designs as 
you wish. 

“11. Prizes will be awarded for the designs 
chosen as best by the judging committee 

“12. Two main factors will be considered 
in judging the designs: originality and cus 
tomer appeal. 

“Entering the ‘Display Tomorrow’ contest 
is easy; simply write as follows to J. Perry 
Smith, Display Division, Montgomery Ward 
&.Co., 619 West Chicago avenue, Chicago 
‘I wish to enter the “Display Tomorrow” 
contest at the I. A. D. M. convention at the 
Hotel Sherman, June 23-26, and will submit 
(give the number of designs) and enclose 
(give the amount—$1 for each design en- 
tered) to cover necessary expenses. My « 
signs will be (state whether lighted or not 
lighted). I will be on hand Sunday, June 
to set up my design; if unavoidably detained 
I will notify you when design was shipped 
and you can do this for me.’ The entrant's 
name, address, city, and firm name. should 
accompany each entry.” 
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Employee Insurance Provided 
By Stensgaard 

\V. L. Stensgaard & Associates, Inc., Chi- 
cago, has adopted a group program which 
provides employees with four-way security 
in the form of life insurance, totaling $175,- 
000, accident and health coverage, and per- 
sonal hospital expense and personal surgical 
operation benefits. Announcement of the 
plan was made by W. L. Stensgaard, presi- 
dent. The plan is being underwritten by the 
Metropolitan Life Insurance Company on a 
cooperative basis whereby the employees 


contribute fixed amounts and the employer 
bears the balance of the entire net cost. 

Individual employees receive life insur- 
ance ranging from $1,000 to $3,000, and in 
case of sickness or non-occupational injury 
will be paid from $10 a,week to $40 a week. 
Hospital expense benefits range from $4 a 
day to $5 a day. The maximum benefit for 
surgical operation is $150. 


Old Spice Floor Display Cabinet 
Awarded Outstanding Honors 


Shulton’s “Early American Old Spice” dis 
play cabinet has been awarded top honors in 
the floor display group of the 1940 All 
America Package Competition conducted by 
Modern Packaging. More than 30,000 pack 
ages were submitted in twenty classifica- 
tions. Out of this large number, fifty-eight 
were awarded honors. In the floor display 


group, three top honors were awarded. 
Shulton was one of these three, the other 
two being in non-competitive fields—Texaco 
Company on motor oils and The Safe Way 
Stores, a chain of food shops. 


Innovation In Mannequins 
% Claimed By Bergdorf's 

Lengthy experimentation and a_ recently 
| patented process have produced a new type 





2? of window display mannequin according to 

1“ anews release concerning a group of figures 

r which went on view for the first time in the HREE beautiful and exclusive Fairy Form display effects 
ol windows ot Bergdorf Goodman, New York Cl Glo. T P 1 Neutra-T fT limited 

; . . amour-Glo, Lransparent ane eutra- Lone—ofler unlimited oppor- 
tes City, late in March. Although papier mache yiamours peas oe : PI 

is used for the figures, a surface effect like tunities for glamorous, romantic and exotic displays. They strikingly 

ed real flesh tones is obtained through a film of emphasize the differences in stocking shades and weights: sheerness 
- lustreless rayon net, which breaks up the 


hight; ; a and clearness, and portray the alluring attractiveness of carefully 
ughlights. Robert Riley, display manager, ; : : 


as collaborated with Guitou Knoup, the sculp selected hosiery. 
tor, in their production. 


| Fishermen's Week Uc 
1 . 
red Display Contest a 
\wards for outstanding window displays Ts 
which tie-in with National Fishermen's 0 


est ° 5 a 
week, April 26-May 3, are offered by The 

T\ . . . . rie . . . . 
et Sporting Goods Dealer, St. Louis. Top prize These are the ultimate in hosiery display forms. They are resilient 
sagt for the displav c ct jc ; o-week ; ‘ s 
m0 : : ~ oo ee all and durable: light in whine but sturdy——-and they are washable. 
a expense fishing trip to any ot five Minne ren — P > — " Pte e < . 
: A Ganiake: adel tacew aan aldiblawal ensk The finish is part of the Fairylite material from which the forms are 
vi and trophy awards. The 1940 winner was made. It can never crack. chip or peel, insuring long service. 
oe H. \. Fitzsimmons, Armstrong's, Cedar ; 

s Rapids. Any store selling fishing tackle at You should have our attractive and informative color 
ae retail is eligible to enter the contest folder. It is free cn request. Write for your copy today. 
2 Change Of Positi 

2 ositions 

a ie Sale SHOE FORM CO. INC. AUBURN, N. Y. 
ped Kearney Sobral, formerly with The Mont 
nts gomery Fair, Montgomery, Ala., has joined 

the display staff of Schulte-United, Roanoke, 
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Hot Days Ahead? 
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—Hot weather is not far away—and displays in summer mood will take "Vacation Land," by George M. Allen, Castner-Knott Company, Nash- 
their place in the sun. Several types of summer promotions and mer- ville. . . . Below, by Laszlo Gabor, Kaufmann's, Pittsburgh. . . . Right 
chandise are covered in these eight displays, by seven top-notch display- column, top, by T. De Kalb Key, The Fisher Company, Tacoma. . . . Next 
men. . . . Left column, top, by Charles Merrill, for Berry-Burke & Co.. by William Arinow. . . . Third, by J. Roy Stewart, Barker Brothers, Los 
Richmond. . . . Next, by William Arinow, Shillito's, Cincinnati. . . . Third, Angeles. . . . Below, by Harry Eastham, Burdine's, Miami— 
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Displays Luild Good=Will 
For the salesman 


By G. ALLEN REEDER, Advertising Manager 


Carstairs Bros. Distilling Co., Inc., New York City 


The liquor industry is one in which com- 
petition tor point-of-sale display space is 
exceedingly keen. The display space avail- 
able in the average bar, grill, or package 
store is small in comparison with the amount 
of good display material that is available 
for the space. In consequence, there is a 
mad scramble among liquor salesmen to 
place their material... to get brand iden- 
tification where the purchaser can see it 
to display the name, the bottle, the slogan. 

The problem of the liquor salesman with 
reference to display material is not so much 
to get his material up as it is to keep it up 
after it is placed. Any good salesman can 
get material up. The proprietor of the es- 
tablishment is his pal. If there is not a 
vacant place for the salesman’s display 
piece, the proprietor says, “Take down that 
other piece; it’s OK by me.” 

The trouble, though, is that after a sales- 
man has replaced a rival’s display with one 
ot his own, a few days—or a few minutes— 
later another rival does the same thing to 
his. 

At Carstairs, we believe we have a method 
to combat this situation, a method that en- 
sures space for our display pieces in most 
outlets, that saves time for the salesman so 
he can concentrate on selling, that makes 
friends of dealers. Our solution is to fur- 
nish display material of such value that the 
proprietor will refuse to permit its replace- 
ment. Further, each 
“scarce’—hard to get. 


valuable piece is 


We go in for display pieces made of the 
colorful new plastics, pieces that are truly 
ornaments. We prefer things like mirrors 
and ashtrays to printed or lithographed dis- 
plays. We seek pieces which are so dis- 
tinctive, so solid, so attractive that a pro- 
prietor will say, “Throw out any display in 
the shop except that Carstairs White Seal.” 

The test in choosing displays of this kind, 
as we see it, is to ask in each instance, 
“Will it be relatively permanent? Is it the 
sort of display a retailer will like for its 
own sake and will refuse to displace ?” 

On the matter of making our “permanent” 
displays “scarce,” the idea is to distribute 
them slowly. Ordinarily, for example, we 
distribute a new display item in the first 
month to only 10 per cent of the retail es- 
tablishments in an area. We find if the 
display is a “permanent” one that its “scarc- 
ity” makes dealers ask for it. In fact, they 
do more than ask for it, they demand it. 
Word of a new display item of real value 
gets around the liquor trade like lightning. 
lhe result is that our salesmen, for the time 
beine, are placed in a highly strategic posi- 
tion. Dealers are trying to win their good- 
will, instead of the customary vice versa. 

Then, too, a dealer appreciates a display 


piece still more if it has been difficult tor 
him to get it. 

Except in rare instances we are against 
any display that wiil cost the dealer any 
thing to use. That is, we usually do not go 
in for displays that call for electric current, 
for which we know a dealer has to pay. The 
one exception we make to this rule is when 
we have something as good as the Carstairs 
animated White Seal which customers can 
look at for minutes at a time trying to figure 
where the joint in the neck ts. 

One more exception to our general policy 
should be mentioned. From time to time we 
believe in supplementing our “permanent” 
display pieces with “utility” pieces—pieces 
designed to do a specific job for the retailer. 
A good example of this sort of utility dis- 
play item is the Carstairs baseball calendar 
that we devised to bring customer traffic into 
bars and grills during the baseball season 
World series baseball scores and presiden 
tial tally sheets are two other utility pieces 
that have proved successful for us. 

But our main effort is on displays that will 
stay up indefinitely. We find that this pol- 
icy has the following results: 

1. The Carstairs salesman is always wel- 
come. He is not a pest. Retailers are glad 
to see him, because they know the display 
piece he has with him this trip will be at- 
tractive and valuable. 

2. The cumulative value to the company 
is great. Even though one trip around a 
territory may place display pieces in only 
10 per cent of the outlets, eventually one 
or more pieces are on display in virtually 
every outlet. 

3. Once a display is placed in an outlet, 
the salesman can spend his time selling Car- 
stairs products, instead of selling and_ in- 
stalling a new display on every visit. 

4. Inasmuch as every piece features the 
famous White Seal and ball, not only is the 
retailer pleased with the piece as a decora- 
tion for his place of business, but it is a 
sales-building reminder to customers. 

In closing, it might be pointed out that 
this policy of concentrating on “permanent” 
display pieces is a money saver. There is 
no waste because of short life. Suppose 
a “permanent” piece costs $2 and stays up 
twenty months, that makes a cost of 10 cents 
a month. Contrast that with the cost of a 
50-cent item which has to be replaced 
monthly, and which in many cases stays 
placed only as long as the salesman’s call 


Eight Simple Rules For 
Better Show Cards 

Samuel Whitman, assistant advertising 
manager for Sears Roebuck & Co., Long 
Beach, Calif., has worked out eight simple 


rules tor better show card work. Here they 
are 

1. Consider each card as an important 
Visualize 
the function of the card betore you. start 
lettering 


part of a merchandising scheme 


Develop the habit of thinking 
this way. 


2. Consider each card as a distinct mes 


sage to a particular group of individuals, 
whom you want to interest in a specific item 
ot merchandise. Aim to make your card 
appropriate and fitting so that it will be i 
keeping with the message. 

3. Study spacing and headline writing 
Become a student of all the current retail 
advertising. Observe keenly how the best 
ot these ads highlight their key thoughts; 
how they break and arrange their lines and 
sub-heads; how they vary their display ot 
price, features and illustrations 

4+. Study the national ads tor layout vari 
ation and treatment. Observe the many in- 
teresting ways that are open to the alert 
card writer on every job, whether it is only 
a price-ticket or up to a sign that may be 
wall-size. This does not mean that you will 
be a “copy-cat.” On the contrary, such 
vigilance will bring out more originality than 
you ever dreamt you had 

5. Become a browser of magazines and 
note the constantly new types of lettering 
they employ to highlight their stories and 
articles. Build a file of this sort of data 
Experiment and adapt—adapt and experi- 
ment. 

6. Become a shark on spelling. Add new 
words to your vocabulary every day. Look 
for shades of meanings and imports of 
words, and watch how your work develops 
new character and stability. There will be 
common-sense as well as paint on your 
every brush stroke. 

7. Every time you have finished a card, 
give it a quick study and decide how you 
could have done it a little better, here or 
there. With the next card, make it just that 
little better. 

8. By doing all these things consistently, 
you will in time develop a style of work 
that will be constantly expanding and 
growing. That fear of getting into a rut 
and just “batting out” cards will never be 
vours. 

Someone has said, “He is most original 
who adapts from the most sources.” How 
many sources are you adapting from now? 


Kutil Joins 
Goldberg's 

Mike Kutil, formerly of Milwaukee, has 
joined the display staff of Goldberg’s, 47th 
and Ashland, Chicago. 
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Intensive Promotion 


The first “Mother's day” was observed in 
the form of a single church service in Penn- 
sylvania back in 1907; in 1914 President 
Wilson designated the second Sunday in 
May as the official Mother's day, in response 
to a growing movement for such an act-— 
and we have had the annual observance 
ever since, with retailers soon discovering 
in the day an opportunity for increasing 
sales. But “Father's day” can not boast of 
such comparatively old age, and it has been 
only within the past few years that retailers 
and manufacturers have started to push the 
event with any kind of intensity. 

But even in that short time some traces ot 
pay-dirt are being turned up, and in 1940, 
when national advertisers and retailers got 
behind the “day” with the greatest amount 
of energy yet displayed, sales showed that 
the effort was along the right track. 

Still more elaborate promotional plans are 
to be used this year, according to the Na- 
tional Father's Day Council, 9 East 41st 
street, New York City, through which the 
official poster can be obtained. The poster 
is done in full colors and was painted by 
McClelland Barclay. 
bearing children saluting their father, it car- 


Showing two. gilt- 


ries out the theme of Americanism not only 
in its legend—“Salute Dad the American 
Way"—but by its strong preponderance of 
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red, white, and blue as well as the stars 
and stripes subtly worked into the illus- 
tration. Stores are being urged to display 
the poster for several weeks before Father's 
day—June 15 this year—as well as incor- 
porating it into their window and _ interior 
displays just before the day itself. 

In past years, displays throughout the 
country have varied greatly for Father's day, 
depending on store policy and the mood of 
the displayman. Some have been deliber- 
ately humorous, while others have ranged 
from the sentimental to the dignified. Some 
have shown windows heaped with suggested 
gifts, while others have been content to ex- 
press an idea, with merchandise almost 
wholly absent from the display. 

Different types of Father’s day displays 
are shown here, by two displaymen from 
much the same part of the nation. At the 
upper left is a window by the display de- 
partment of Crowley Milner & Co., Detroit, 
for which George L. Heidt is manager. The 
scene is laid in an old-fashioned barbershop, 
in the “Police Gazette” era. The back- 
ground is finished in a shade of tan. The 
flooring is of linoleum. The ornate stand 
in the central background is painted directly 
on the background itself, with shelves run- 
ning across the front to display the merchan- 
dise—in this case, “Old Spice” early Amer- 


ican toiletries for men. The figures re 
cutouts made of homosote, painted in ful] 
color. The legs of the seated figures wer 
blocked out from the torso, giving a tree 
dimensional effect. An old-fashioned barbe 
chair was used, and wisps of real hair wer 
scattered over the floor. The cupboards. fix. 


tures, and poster were in red. 

A. J. Ritter, The B. R. Baker Company, 
Toledo, did the display at the lower left 
Cut-out letters formed the words “Remem- 
ber Dad” across the front of the window, 
while a poster in the background read: “A 
gift makes Dad a king on his day.” 


At the upper right is another display by 
Ritter, with cut-out butlers at each side of 
the window supporting a slanting displayer 
on which is shown a shirt and correct ac- 
cessories. 

Next is another Crowley Milner & ( 
window, showing a family group. The 
background was white, with the velour drape 
over the fireplace of pale green. The floor 
was covered with black carpeting, and_ in 
front of the fireplace was an Oriental rug 


The verse was lettered in white on red and 
said: “Who's the guy who foots the bills for 
everybody else's frills—cuts the grass, re- 
moves the ashes, writes the checks that 
mother cashes ?” 
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"Buddy Poppy" Suggested 
As Institutional Theme 

G. W. Leffingwell, of the Veterans of 
Foreign Wars of the United States, calls at- 
tention to the fact that Buddy Poppy week 





» a ros 
VETERANS OF FOREIGN WARS or rwe uniren states 


will be observed this year from May 15 to 
May 20 and suggests that many stores will 
want to use this as a theme for institutional 


displays during the annual sale of poppies. | 


The cut shows the official poster for this 
year. 

Twenty-three Members 

In Jacksonville Club 


The newly organized Jacksonville, Fla., | 


Display Club now has a membership of | 


twenty-three, according to M. J. Wood, sec- 
retary, and has a membership goal of forty. 


Two formal meetings and several luncheons | 


have been held by the group, and the follow- 
ing officers have been named: president, Ray 


Williams, Cohen Brothers; vice-president, | 
L. A. Broadus, Furchgott's; secretary, M. J. | 


Wood, Purcells; treasurer, J. P. Perez, 
Grant’s. Eventual affiliation with the Inter- 
national Association of Display Men is an- 
ticipated. 


New Backgrounds For 
Burrows & Sanborn 


The entire front windows of Burrows & 
Sanborn, Lynn, Mass., are being completely 
modernized, including the installation of a 
complete set of new backgrounds, valances, 
and “picture-framed shadow-boxes.” The 
new arrangement enables the store to dis- 
play every type of merchandise to best ad- 
vantage, it is said. The construction was 
by Victor Haida Displays, Inc., New York 
City, working in collaboration with Richard 
J. Cronin, of Burrows & Sanborn. 


Adrian Smith Dies; 
Long In Display 

For more than thirty vears in the display 
department of Frederick & Nelson, Seattle, 


J. Adrian Smith died recently in Los 


\) eles. 
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Write for Descriptive Price List 








Distributed by 


LOR SALES CO. | BRANSBY & HEWITT 


160 FE. 3d St.. Los Angeles, Calif. 1600 Broadway, New York City 


MITTEN’S 
Display Letters 


Molded, White Kaolin 
Composition Letters 


ULTRA-CLEAN, STEEL-CUT 
APPEARANCE 
HIGH RELIEF OF 3/8" to 1”, 


depending on size 


FURNISHED IN THREE TYPES: 


(1) Imbedded steel pin-in-back letters for 
rapid mounting on semi-soft  back- 
grounds. 


Pinless, sanded-back letters for cement- 
ing to glass or other hard back- 
grounds. 


to 


(3) Track letters with lug molded on base 
for use in vertical or angle tracks. 


Cost Less than Wood Letters for Same 


Depth of Relief and Degree of Finish 


Will take any kind of color—show-card, 
lacquer spray or dip, ete., or better yet, 
can be rolled with an ink roller after 
letters are in place. 





Announcing 


A new member of the Kabel family— 
5" Broad face with channeled edges. 


ABCD 


Ideal for any use demanding a heavy “punchy” letter. 
Many unusual attention getting effects can be had by 
coloring the channeled edges with an ink roller. Of- 
fered in fonts of 26 figures. 108 letters or complete 
fonts of 134 letters and figures. 





Manufactured by: 
MITTEN’S DISPLAY LETTERS 
Redlands, Calif. 
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Display Merchandising .. . 


By De SAULT ss naitieieiinanenia 


—This setting is to be used on top of a center shelving, using 
one cartouche in the conter as a background for merchan- 
dise displayed on both sides. Inclined cartouches are used 
at the ends on which to show various merchandise. They 
are supported with curtain poles, on top of which are placed 
wicker bird-cages and vines—giving an open, airy effect— 


—lIn this sketch we show how J. R. Cooper, Mandel 
Brothers, Chicago, used the cartouche idea in a 
display on top of a center shelving. Here the 
center of the cartouche has been cut out and the 
piece used as an inclined display panel. The 
same arrangement was adapted for many different 
displays throughout the store— 














—The cartouche likewise 
plays an important part in 
this setting for men's hats. 
The scroll-shaped panel can 
be used as a post decora- 
tion, with a palm at the 
rear and a shelf on which 
to present merchandise — 








—Here is a setting for a department pro- 
moting the sale of barbecue, picnic, and 
camping equipment. In the center of wall 
shelving is built a barbecue fireplace of 
wall board painted to resemble stone. 
(Some of the "stone" display papers could 
serve very well here.) Back of the shelving 
and against the wall place wall board cut 
out and painted to resemble trees. Display 
smaller items on the shelves and garden 
furniture, ornaments, etc., in the fore- 
ground— 
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The National Advertiser’s 


iewpoint On Display 


By J. J. ROCKWELL 


Sales Promotion Manager 


Sackett & Wilhelms Lithographing Corporation 


There is no single viewpoint among na- 
tional advertisers regarding window display. 

If there were the use of this medium 
would be either extended and_ increased 
enormously or would be almost abandoned. 

Views on this subject are nearly as vari- 
ous and numerous as the number of adver- 
tisers. 

Many advertisers are using this medium 
steadily and systematically. Some are using 
it in a sporadic manner. Some contend that 
they have “tried” it with disappointing re- 
sults. Many more are looking at it with 
inquiring eyes and cogitating upon how 
profitably it might be used by them. 

Obviously the disappointed ones do not 
make much noise about their cases. It is 
not in human nature to give publicity to 
projects we foster which do not work out 
to our expectations. 

That might lead (justly or unjustly) to 
criticism of our methods and judgment. 

\nd it is equally clear that those whose 
methods have produced brilliant results are 
not going to tell the world how they at- 
tained those results. Competition is preva- 
lent and competitors have eager ears and a 
large capacity of absorption for such suc- 
cess stories. 

Certainly there is no need and little pur- 
pose for arguing the power of window dis- 
play (properly used) as an instrument of 
business promotion. 

As I shall shortly suggest, however, it is 
in that qualification of proper use that we 
shall gain most insight into the multiplicity 
ot views held by many national advertisers 
and it may help briefly to picture some fun- 
damentals. 

Let us imagine that through some circum- 
stance all the show windows in any shopping 
center, except those of a single store, were 
boarded up or were compelled to stand 
vacant without anything in them for a con- 
siderable period of time—weeks or months. 

Could there be much question about the 
good fortune of the one store that was able 
to carry on with its windows as usual ? 

Or, to bring the picture closer to the na- 

tional advertiser, let us imagine that his 
distribution is through drug stores and that 
throughout the nation only one drug. store 
in any city, town or village, could utilize 
show windows, also for a considerable period 
ot time, 
_ The manufacturers who could get displays 
Into those exclusively available windows 
during that time would be pretty lucky, 
wouldn't they? Even if they were not ad- 
vertising through any other medium. 

Aid certainly the fortunate merchants able 
to utilize their windows would be luckiest 

Tat little picture, far-fetched as it is 


illustrates crudely that element so powertul 
in advertising—as it is in all business—com 
petition. 

We all know that the mainspring of suc 
cess in any advertising is the securing ot 
attention, and competition for public atten 
tion is terrific. 

That element 
nection with the use of any medium but 
from the viewpoint of the national advertise1 
it has a special place in connection with 


xf course is present in con 


window display 

His view on that point is (and it is per- 
fectly natural, proper, and from certain 
angles, logical) that in the use of other 
media he controls the situation. His space 
in newspapers and magazines may be used 
in great or small units, timed as he sees fit. 
adjusted to competing influences, his outdoor 
painted boards and posters located as he 
chooses, his copy in all cases created with 
a view single to his own purposes and inter 
ests. 

In the case of window display he has ot 
necessity a partner—his distributor. A part 
ner whose interest in the success of the dis 
play is, in theory at least, as vital as the 
advertiser's, whose interest must, or should 
be, given full recognition and whose power 
in the situation is almost absolute. 

Partnerships in any enterprise from busi- 
ness to matrimony are delicately balanced 
affairs, requiring diplomacy and good under 
standing if they are to succeed. 

And apparently one of the most difficult 
of all tasks is to secure cordial cooperation 
even in those affairs in which it is definitely 
to the best interests of all concerned. Wit- 
ness the conflicts of labor and capital. 

However strong and sound, in general, 
that may or may not be, it 1s a point that 
sticks up strongly in the view of the adver 
tiser looking at the use of window display 

He is apt to figure that he has about all 
the competitive factors that he cares for, 
without attempting to meet the ideas and 
preferences of distributors. 

So in the cases of those who have that 
viewpoint, reliance is placed entirely upon 
other media regardless of the possible ad 
vantages and values of window display. 

It is not so very long ago that there was 
a general notion (and the idea still lingers 
in spots) that the producer or manufacturer 
could successfully employ national advertis- 
ing to force carriage and sale of a product 
by the distributor, regardless of the latter's 
interests and views. 

The theory was more or less that the mer- 
chant or distributor could be used as a sort 
of slot machine. The ultimate consumer 
would be brought to the machine by the ad- 
vertising and the money in the slot would 
complete the matter. 


The theory rarely proved 100 per cent pet 
fect in practice. Pursuit of it steadily 
diminished. The phrase “consumer accept 
ance” generally took the place of the harsh 
sounding “consumer demand.” And_ today 
the merchant who is in contact with the 
ultimate buyer is more than ever recognized 
for his power as a factor in the chain ot 
distribution. 

| suspect that none of us would be inclined 
to question the validity of the old maxim 
about the absolute sureness of death and 
taxes. But I do submit that it might fairly 
be amended and added to. Nothing sure but 
death, taxes and change. 

Times change, manners change, methods 
Never more rapidly than they do 
in this tast-moving world of today. 


change 


That very modern force which we call ad 
vertising is changing rapidly. Its faults are 
being aggressively attacked. Its virtues and 
values vigorously defended. And the battle 
is bringing many changes in its character 
and the methods of its use. 

In those changes it is not difficult to dis 
cern the growing development of closer co- 
operation between producers and distributors 
as a means to their mutual profit. 

The distributor is generally doing his 
share. He fully recognizes the value to him 
of the properly directed efforts of the adver- 
tiser to accelerate sales. And he fully per 
ceives the value of and cooperates in the use 
of window display advertising when prop 
erly used. 

That does not mean that the distributor 1s 
eager or willing to exploit or use displays 
which without his knowledge or request are 
included in shipments of goods to him. Or: 
those which are casually left with him dur- 
ing a salesman’s call. 

\s in any partnership arrangement he ex- 
pects to have his say as to what he will use, 
how and when he will use it. 

Manufacturers who are using window dis- 
play advertising on that basis of partnership, 
dealer cooperation and mutual understand- 
ing—who are planning and staging their dis 
play campaigns as carefully and completely 
as they do campaigns in other media—who 
are giving distributors in advance an oppor- 
tunity to have a say so in the play—by ad- 
vance suggestion in trade journals, through 
direct mail, through salesmen’s presenta- 
tions, or through organizations which make 
a business of securing dealer cooperation 
such advertisers are reaping results. 

There is another viewpoint frequently held 
which would probably be considerably 
changed by experience in the proper use of 
displays. 

That is the view more or less frequently 
voiced with regard to volume of circulation. 

[Continued on page 41] 





Continuing the discussion of display con- 
struction of the Traffic and Safety division 
of the Texas State Highway Department, 
we follow through on the subject of plastics. 
The box mentioned in last month’s article 
was constructed from 30/1000-inch transpar- 
ent “Plastacele’ 4 inches deep, 20 inches 
high and 24 inches wide, allowing a 2-inch 
margin around the 16-by-20-inch hand-tinted 
negative, over the face of which was laid an- 
other transparent sheet, sealed in place with 
acetate cement for general protection. <A 
horizontal convex back-piece of frosted plas- 
tic was added and centered 6 inches from 
the rear of the box for better lighting and 
dimensional effects. 
To attain such a 
l4-inch-thin retaining strips were cemented 
to each edge of the box, the frosted sheet 


light-diffusing are, 


was sprung into position against these and 
sealed in place with additional 42-inch strips. 
\bove and below, at center, 1l-inch pieces 
were cemented to maintain the are thus cre- 
ated. A smooth, diffused light filtering 
through the entire negative was obtained 
by using two 24-inch daylight fluorescent 
tubes, one above and one below, at the center 
of the frosted sheet, the tubes being the 
high-power factor type with starter and new 


compact transformer. 
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Display Studio Problems 


XXXI. PLASTICS AND MINIATURES 
By ARTHUR J. BALFOUR 


Texas State Highway Department, Fort Worth 





Further dimensional effects were obtained 
by the use of small mountain and_ prairie 
scenes in relief, placed behind the “cowboy” 
plastic cut-out frames on the 4-inch box 
strip directly in front and at the base of the 
negatives. These scenes, twenty in number, 
were speedily constructed of paper-hanger’s 
canvas, or cheesecloth, by employing a form 
of 3-inch lumber set on pine, which was 
covered with grease paper. <A section of 
scrap veneer was laid as a base on which 
rocks of the height desired for the “moun- 
tains” were placed. The canvas was laid 
over these rocks in loose folds, with plenty 
of slack allowed for shrinkage in drying. 
No tacking was necessary, as loose ends 
were folded under to make _ self-contained 
supports. 

\ mixture of one part 
about three parts water, with light-green 
“C, P.” color added, constituted the first 
step in priming and shaping, application be- 
ing made with an ordinary paint’ brush. 
These were made one after another as rap- 
idly as possible and placed in the sun to 
dry. When fully dry, final tints were ap- 
plied, and the scene removed from the rock 
forms. When placed in position, these scenes 
blended very effectively with the negatives, 
aided by the penetrating light from below. 


“Casco” glue to 

















































APRIL, 194) 



















This method developed out of our 
struction of scenes in relief to illustrat 
model highway development and preventalhk 
automobile accidents at intersections, 1.j]- 
road crossings and bridges. In building 
these large scenes, however, excelsior is 
used for moulding purposes instead of rocks 
Cultivated and pasture lands were laid on 
more or less at random, but to scale and 
perspective proportion. (Sections can, of 
course, be laid out in detail, which is mapped 
on paper as a guide to construction.) As 
we wished these scenes to be illuminated 
from below, two pieces of 3¢-inch veneer 
were laid out to form the oval desired for 
the base of each unit, and cut to match. Our 
outside cuts were made with “Delta” circu 
lar and band saws, the matched pieces be- 
coming the top of the scenic base unit. Thess 
were nailed together and irregular holes 
were cut at the points we especially desired 
to illuminate (sections under mountains, 
highways, rivers or lakes) using the “Cut- 
awl” and No. 22 chisel. The pieces were 
then separated, one being used as a base tor 
the built-up scene; the other, for the top in 
construction of the oval section, set 3g inch 
lower than the outside trim, this allowance 
later being taken up by the piece on which 
the scene was Cast. 

A form made of a piece of 10-inch shiplap 
was set on the work bench, against which 
the straight edge of veneer for the scene 
was placed, after plastics of translucent 
white for highways, blue for streams, train 
rails and the like, has been fastened with a 
tacker and glued to the veneer. Then bun- 
dles of excelsior were laid on, over which 
three layers of paper-hanger’s canvas were 
draped loosely, allowing for shrinkage, and 
tacked around the outside edges along the 
highway, streams, and other ~ depressed 
points. Then the same priming glue color- 
mix was brushed on, the primer color being 
changed where required to brown, yellow, 
Further scenic 
tints were developed in some cases while 
the primer treatment was still wet; delicate 
shades were produced by first mixing “Span 
ish Whiting” then adding “C. P.” color to 
obtain, for example, a smooth pink from 


purple, green, or orange. 


red, and so on, these warm tints being used 
for high-lighting. 

Trees, shrubbery, rocks, and river effects 
were built up with cotton, this being pulled 
into form with tweezers, two ice picks o! 
similar hand tools, and then primed and 
[Continued on page 42] 


—Top, a cutout in miniature of the famous 
Alamo. . . . Left center, Balfour's assistant, 
F. M. Summerour, applies vermilion letters to 
white plastic with acetate cement. . . . Right 
center, the covered wagon is a one-piece cut- 
out 5 feet long by 18 inches high. . . . Lower 
left, a typical Texas State Highway Depart- 
ment booth. . . . Lower right, Summerour and 
the author (right) at work— 
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It’s a proven fact 


practically any layout 
Prompt delivery. 


Call your regular jobber today. 


HAMBURG 
NEW YORK 





These smooth, velvety mats look just like real grass 


appearance to your window or counter displays. 


Eaton Display Jobbers are 


ready NOW with full stocks to fill your orders. 


EATON BROTHERS CORP. 











Maybe She IS a Dummy .. . But She 
Sure Looks Smart, With Her Setting of 


EATON GRASS MATS 


The Effective, Colorful Way To Display 


you can't beat the display value of Eaton Grass 


Mats to show off spring and summer merchandise to its best advantage. 


give a genuine 


Easy to use—fit into 


keep their fresh appearance indefinitely. 


















Staples-Smith Associated 
With Marquardt Paper 

The display division of Marquardt & Co., 
Inc, under the management of Howard 
Harter, has announced an arrangement with 
Staples-Smith, Inc., whereby the New York 
City display firm will design and execute 
paper displays for nation-wide distribution 
in stores outside the metropolitan area. 

For this purpose the two firms will oc- 
cupy two floors, consisting of 11,000 square 
feet of space, at 75 Spring street, New York 
City. One of the features of the plan calls 
jor construction of full-size show windows 
where the latest designs will be displayed 
under conditions as close as possible to those 
found in actual stores. Marquardt will fea- 
ture its new paper, “Wind-O-Width.” 

Staples-Smith, Inc., is well known in the 
New York display field. 
ganization brought into the firm Arthur 
Hirschhorn, until that time advertising art 
director of Gimbel Brothers, New York City. 


Recently a reor- 


"| Am An American" Day 
Set For May 18 

For the third successive year, the people 
of the United States will celebrate “I Am 
\n American” day on May 18, by presiden- 
tial proclamation. The Department of Jus- 
tice, of which the Immigration and Naturali- 
zation Service is a part, has asked for all 
Possihle participation in the observance of 
the day through local celebrations and cere- 
monies, displays, and the like. Two large 
groups in the United States are particularly 
affect d, totaling some two and a half mil- 


lion people this year: those who were born 
in the U. S. and have recently attained full 
rights of citizenship by reaching — their 
twenty-first birthday, and those who have 
proved their fitness for membership in our 
democracy and have become citizens through 
a naturalization court. 


New York Sun Carries Story 
On Jan Norriss 

“On the Sun Deck,” a regular column by 
Robert Wilder in the New York Sun, re- 
cently carried a two-column write-up on the 
interesting display career of Jan Norriss of 
New York City. The article describes the 
growth of her business from a random bit 
ot wood carving some three years ago into 
its present form as a studio which turns out 
some $30,000 worth of display figures ot 
varied types each vear. Mention is made of 
her discovery of a method of treating rubber 
so that it could be modeled once and then 
bent into different positions as desired; her 
patent on the formula was granted about 
two vears ago. 
Congoleum Dealers 
To Have Contest 

Congoleum-Nairn, Inc., Kearny, N. J., has 
announced a window display contest tor 
their dealers, running from April 14 to May 
31. The dealers will compete in two groups, 
one for cities of 25,000 and below, and the 
other for cities above 25,000 population 
The grand award in each group will be a 
choice of Piper “Cub” airplane, a Cadillac, 
or $1,500 in cash. 


Pigeons Get Headaches 


From Invisible Glass 

New York City pigeons may start picket 
ing Marcus & Co., Fiith avenue jewelers, 
any time now. The reason is found in a 
recent display of Indian jewelry in one of 
the firm's invisible glass windows. The 
window floor was carpeted with Indian corn 
for further atmosphere—and the pigeons 
which loaf around St. Thomas's across. the 
way immediately became interested—so in 
terested, in fact, that until the display was 
changed the Marcus & Co. doorman was 
kept busy reviving birds which rammed full 
tilt into the window glass 


Constance Christen Dies; 
Formerly With Mandel's 


Word has been received of the sudden 
death of Miss Constance Christen, who was 
for some years head of the display depart 
ment for Mandel Brothers, Chicago. Miss 
Christen had just returned from a cruise to 
South America and was visiting her parents 
in Minneapolis at the time of her death. She 
was 33 years old. 


J. L. Vance Opens 
Display Business 

A display business, called Novelty Wood 
Crafts Studio, has been opened in Tucson, 
Ariz., by J. L. Vance, display manager for 
Steinfeld’s, of that city. 
manufacture of rustic displays, based on 


The designing and 


Arizona architecture, is a feature of the 


business. 





In an article appearing in the January 
issue of DISPLAY WORLD, we disclosed 
some very practical ideas which we recently 
discovered through a little experimental re- 
search in the operation of our show card 
machine. In response to that article, I re- 
ceived several letters requesting further in- 
formation and details regarding our find- 
ings, and many suggestions that we submit 
more cards for publication in an early issue 
of DISPLAY WORLD. 

In our previous article we discussed the 
very interesting and economical method we 
found of utilizing illustrated figures and 
letter cuts from metal engravings obtained 
through our advertising department, to put 
more punch into our machine-written cards 
at the point of sale. We described how 
these cuts were carefully selected, mounted 
and filed in our cabinet on the basis of 
originality, appropriateness, and versatility. 

When we refer to our “discovery” we do 
not wish to infer that the possibility of 
obtaining special cuts and engravings for 


our machines from the manutacturer was 
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Machine=Written Cards 


By EUGENE W. TURNER 
Zachry's, Atlanta 


unknown to us. However, I do believe that 
most of us with knowledge of original en- 
gravings of this type, however effective they 
may be, would readily admit their cost a 
little discouraging if not prohibitive for 
show card work. We mention this only to 
emphasize that the secret of our little dis- 
covery lies in the very accidental revela- 
tion that most of us have a valuable assort- 
ment of halftone and zinc illustrations avail- 
able to us at no cost to our department. 
We suggest that all of vou operating card- 
writing machines take advantage of this 
excellent possibility; investigate, check with 
your advertising department. All special 
engravings created by your local papers for 
vour advertising department should be avail- 
able to you. You will find the use of this 
medium very simple in operation, but most 
refreshing and amazing in effect. Simply 
select the illustration or cut you wish to 
use from the engraving, saw it out, and 
mount it on a wooden block the exact thick- 
ness of your regular type, with waterproot 
glue. In a short time vou should have on 
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file a varied selection of illustrations 
seasonable cuts as shown in the cards 
tured here. 


In our other article we mentioned the 
sibility of having your cards tie in with 
ads. With this card technique as fu 
proof of this, we call your attention t ¢ 
sportswear card. The halftone cut used é 
is an exact illustration of two jackets 
cently promoted in an ad and in our wind. \ 
The shirt card is also a good example. 
bird cut on the “bench-made” card. shows 
great possibilities, and demonstrates furtler 
our meaning of seasonable cuts. 


By the great response and favorable co: 
ment we have had from employing this tech- 
nique in our cards, I am given the courage 
to say that it is entirely possible for one 
to obtain the same range of feeling in 
machine-lettered cards as those produced by 
hand. I predict a much greater development 
in the card machines along these lines in 
the near future, with much wider acceptance 
and appreciation by displaymen. 
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Lexington, Ky., Displaymen 
Form Local Club 


he organization of a display club, asso- 
ciated with the retail division of the Cham- 
ber of Commerce, was completed recently in 
Lexington, Ky. The preliminary meeting 
saw the following appointments: Harold 
Tatman, Mitchell, Baker & Smith, chairman; 
Oliver Johnson, Wolf-Wile Company, vice- 
chairman; Carl Melton, Chamber of Com- 
merce, secretary; Robert Clark, membership 
chairman; Nelson Malone, B. B. Smith 
Company, program chairman for the April 
meeting which was held on the &th at the 
Phoenix hotel. 

Those present at the organization meeting 
in addition to those named above, were 
Howard Patton, Gayle McCoy, William 
Ware, Walter Morris, Delbert Broome, W. 
I. Burgen, Harold Turner, Bob Ratliffe, R 
W. Smith, Paul Freeman, I. L. Vonderheide, 
C. A. McKinney, chairman of the retail 
division, and Ed Wilder, executive secretary 
of the trade board. Display managers of all 
stores affiliated with the Lexington Board 
of Commerce will be eligible for member- 
ship 


"Strategy In Selling" 
ls Released 

Only a comparatively small percentage of 
those connected with the display field are 
concerned with personal, face-to-face selling, 
but those few will find “Strategy in Sell- 
ing’ of great interest and help. Published 
as a series of seven pocket-size manuals 
($6.00), the books comprise a complete sales 
training course and are interesting to read, 
as well. The manuals get down to earth and 
stay there as they quote the actual day-by- 
day experiences and strategies of some of 
\merica’s top-flight salesmen. The author 
is J. C. Aspley, well known in the sales field. 
The books are published by The Dartnell 
Corporation, 4660 Ravenswood avenue, Chi- 


cago. 


New Firm To Extrude 
Industrial Plastics 

The Chicago Extruded Plastics Company 
has recently announced completion of im- 
proved methods and _ tacilities to extrude 
plastics in continuous lengths and innumer- 
able cross-sectional patterns. This firm will 
specialize in the extrusion of industrial plas- 
tics and in structural and decorative plastics 
in standard and special shapes ... moldings, 
trim, threads, ete.. which are available in 
an unlimited number of colors and degrees 


of Opa ity. 


Mary Brosnan Forms 
Mannequin Firm 


Mary Brosnan, formerly associated with 
Cora Scovil as an executive and stylist, 1s 
now operating a new mannequin firm which 
ccupies the fifteenth floor of 22 West 32nd 
street. New York City. Associated with her 


In the company, known as Mary Brosnan, 
Inc., ire the following: Kay Sullivan, head- 
ing a staff of three sculptors; Eugene Swan- 
son, production manager, and Herman W. 
\chi 


e, business manager. 
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COLOR STOPS THEM! 
MOTION STOPS THEM! 


NOW YOU CAN HAVE COLOR AND MOTION COMBINED 
FOR THE FIRST TIME IN A SINGLE UNIT 

















BLEND-O-MAT 


PAT. PEND. 


THE NEW AUTOMATIC MOTOR DRIVEN DIMMER THAT 
REVOLUTIONIZES THE FIELD OF COLOR LIGHTING 


THE BLEND-O-MAT IS SIMPLE, ECONOMICAL, AND 
TROUBLE-FREE. ITS COMBINATIONS OF LIGHT, SHADOW 
AND COLOR ARE UNLIMITED. TWENTY 
BRILLIANT AND PASTEL COLOR FILTERS ARE AVAILABLE. 


WRITE FOR DETAILS 


BLISS DISPLAY CORPORATION 


460 WEST 24TH STREET. NEW YORK 


3 

















































































DISPLAY WORLD APRIL, 194 


Here And There 


“The biggest store in the world” is 1 
phrase usually thought of in connection wi 
R. H. Macy & Co. New York City, 

which Irving Eldredge is display manag 
Other terms include “Macy's sells for les 
—and Macy's offers convincing proof of t| 
in an unusual window display which 

been a policy of the firm for three yea 
The window is devoted to “price compa 
sons,” and from time to time the store tal 








large newspaper space to call special att 
tion to it. 

Illustrated in the first photograph, the d 
play has a background bearing  letteri 
done on six panels, each of which is a thre 
sided prism standing upright. Each of tl 
three sides of each prism bears differe 
lettering; thus when the six units are turned 
simultaneously, three different messages cai 
be produced on the paneled background. Thx 
two messages other than the one shown ar 
“We endeavor to save you at least 6 pet 
cent for cash except on the price-fixed met 
chandise,” and “Are you one of the 137,000 
customers who prove to themselves every 
day that Macy's prices are always lower 

An average of twenty different articles of 
merchandise appear in the window each day 
after they have been marked down on ri 
ports from Macy's comparison department 
The window has been in use since May 31, 
1938, with the revolving background added 
later. According to Irving Eldredge, the 
window is considered a permanent fixture 

A typical Macy ad calling attention to 
the window cccupied full-page space in th: 
“Daily Mirror” and read, in part: “Step 
right up, folks, and flatten your noses 
against our window—our Price-Comparison 
window. It’s an object lesson in thrift. 





Come regularly, and reap your share of the 














extra special bargains ferreted out by our 
Cash Conservation Corps of eagle-eyed com- 
parison shoppers. This frank and open win- 
dow will let you in on the secret of our suc 
cess at keeping prices low. ... Prices vary 
competitively, so we employ a large staff of 
expert shoppers who check more than 4,000 
prices a day. ... When they decide a price 
should be reduced, down it goes at once! 
Signs throughout the store call these ‘com 
petitions’ to your attention. Typical price 
revisions of this sort are placed in the Com 
parison Window on 34th street. . . . Have 
a look at that window. It will show you 
how our system works day in and day out 
to your advantage.” 

W. F. McAlister, of England, sends in th 
photograph of the blouse shop. He reports: 
“War-time intensive blackout restrictions 
give this new feature at Fenwicks, Ltd. 
Bond street tashion house, additional scope 
and possibilities. The introduction of this 
shop-inside-a-shop now provides for these 
crisp tailor-made garments a_ permanent 
‘solus’ display. The entire background 1s 
monopolized with blouses draped amid ga) 
floral tubs in miniature. The assistants in 
this novel shop sell from waist-high hanget 
rails which carry the main body of. stock, 
and already considerable additional sales 
have been noted. These hanger rails play a 
dual part in serving to make the shop s« 
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contained, thus adding to its atmosphere of 


intimacy.” 
The lower display is by Ben Finkelstein 


it the 34th street store of Ansonia Shoe 


Shops, New York City. It illustrates some- 
thing of a trend this spring—that of having 
floral decoratives and foliage outside the 
display window as well as within. The giant 
tree is covered with brown velveteen. Wis- 
teria sprays are fastened on the tree, on the 
inside of the window, and on the outside as 


well—giving an effect of the foliage pro- 
truding from the window into the lobby and 
street. The color scheme is brown, tur 


quoise, and peach. 

Speaking of foliage outside the window, 
Frank Behrens, Alms & Doepke’s, Cincinnati, 
recently had a complete battery of windows 
featuring spring apparel against a_ pink 
background before which stood large dog- 
wood trees. The final deft touch consisted 
of fastening sprays of dogwood so that they 
pressed tightly against the inside of the 
glass. The depth of the windows appeared 
increased greatly, and more than one shop- 
per was observed reaching up to see if the 
dogwood was on the inside or outside of the 


glass. 


Sherman Paper Exhibits 
At Packaging Show 

The Sherman Paper Products Corpora 
tion, Newton Upper Falls, Mass., presented 
for the first time its complete line of prod- 
ucts at the National Packaging Exposition 
held this year in Chicago. Its exhibit em 
phasized the natural association of the three 
functions of the product package, packing 
for shipment, and = point-of-purchase  dis- 
play. Sherman's display division rounded 
out the exhibit with presentations of new 
materials for point-of-purchase use. A model 
retail store window displayed many of the 
winning packages in the national awards, in 
settings designed to demonstrate the scope 
of its new display materials. 


Hejda Opens Offices 
In New York 

FUR. Hejda Exhibit Service recently 
opened its executive office at 255 Greenwich 
street, New York City, with manufacturing 
plant in’ Brooklyn, to provide a complete 
service in designing, building, shipping and 
storing exhibits and displays for national 
advertisers. Hejda is a graduate of the 
\cademy of Fine \rts where he received two 


ld medals for outstanding works. He was 


o 
20 


at one time associated with Joseph Urban. 
Since that time he has been display art 
director for Gardner Displays and until re 
cently filled a similar position with Fische: 
Exhibits, New York City. 


Woolen Colors 
For Autumn 

\merican colors, gay, spirited hues 
playing up the sports theme, are highlighted 
In the 1941 Fall Woolen collection which 


the Textile Color Card Association has just 


released to members in confidential swatch 
to1 This lively group comprises Trophy 
go Gridiron rust, Hockey blue, Polo rust. 
(ry 


Country green, Racing purple, Cham 
blue, Track tan, Horseshow red, Sail 
lue, Varsity rose, and Ski green 





| 
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DURABLE 


MANNEQUINS 


“Buy for style with permanence” 































Nation-wide acclaim is given the 
famous Culver Durable Men's Man- 
nequins! 


These sturdy RUBBERLITE man- 
nequins are just natural sales-pro- 
ducers. Perfect anatomical design 
enables them to wear clothes in a 
manner that attracts the interest of 
the passerby. 


Durable mannequins have — the 
smooth velvety appearance of nat- 
ural skin made possible by the 
inherent softness of Rubberlite 
compound. 


Durable Mannequins, cast in gen- 
uine Rubberlite, are trouble-proof 

they won't warp, crack or shrink, 
and temperature extremes mean 
nothing to them! They are easy 
to dress, natural in posture, and 
mechanically right. 


Write for photographs 
and full details, or 
ask to have one of 
our representatives call. 


yR INSURA 
4° ‘ce 


UBBERLITE 


4 € 
Cc G 
Mitsa Tis 


DURABLE DISPLAYS, INC. 


CHICAGO: 2010-2018 S. Halsted St. NEW YORK: 4 W. 37th St. 





MART-LOOKING Store 

Interiors are improved 

by the use of Spanjer Raised 

Letters . .. all sizes and 

styles manufactured to your 
order. 


Write for additional 
information and prices 





NEWARK: NEWvYoRK-cHicaco BROS 
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Chicago Club Hears 
Color Expert 

An enthusiastic crowd of eighty-five at- 
tended the April 7 meeting of the Chicago 
Display Sales Promotion Club to hear 
Henry Harringer discuss color harmony. 
The talk was accompanied by a demonstra- 
tion. 

Hlarringer, who is an authority on color 
aud director of the Color Research Insti 
tute, presented the Ostwald theory involving 
four primary colors with black and white as 
the basis for mixing all colors. To some 
of those present the theory was revolution- 
ary, and Harringer accordingly went into 
considerable detail in his presentation. The 
result was of such an absorbing nature that 
he has been asked to give a similar talk 
and demonstration during the June 23-26 
convention of the International Association 
of Display Men, for which the Chicago group 
is to be host. 

As a fitting companion piece to the talk 
on color, the club members also saw an 
exhibition of murals, portraits, water col 
ors, and sketches by Walter Parke, of New 
York, Memphis, and Chicago. 

A delegation of eight displaymen from 
South Bend attended the meeting and in 
vited those present to attend the annual 
banquet of the Northern Indiana display 
men, which will be held early in May in 
stead of the last week in April as originally 
planned. 

Other features of the Chicago meeting 
included the presentation of life member 
ships in the local club to E. J. “Jim” Berg 
Durable Displays, Inc., and J. Duncan Wil 
liams; the presentation was made by Carl 
Haecker, Montgomery Ward & Co. Perry 
Smith suggested that those present partici 
pate in the “Display Tomorrow” exhibit at 
the I. A. D. M. convention. (A complete 
description of this contest is given elsewhere 
in this issue.) Various convention committee 
chairmen outlined the steps being taken for 
a successful meeting. 
United Drug Company 
Stages Contest 

George G. Fero, display director for 
United Drug Company, Boston, has an 
nounced a monthly window display contest 
open only to Rexall drug stores—with $50 
in cash prizes awarded each month for the 
best displays of products manufactured by 
United Drug. A grand prize of a 1942 Ford 
sedan is to be given under a point system at 
the close of the November contest. Those 
who won top awards for February are: first, 
$25, J. Gurney Miller, Webb & Rogers, San 
Rafael, Calif.; second, $10, R. J. Johnson. 


Renfro Drug No. 4, Fort Worth. 


Light Weight, High Speed 
Electric Hand Saw 


The Porter-Cable Machine Company, Syra- 
Cuse, N. Y., has announced another addition 
to the firm’s line of “Speedmatic” saws. 
The new machine carries a 6'4-inch diam- 
eter blade, with cutting capacity of 2-inch 
mt ial, and weighs 15% _ pounds. The 
] 


ade travels at 7,200 r. p. m., producing a 
tting edge in excess of two miles a min- 
Ate It is equipped with a 5¢ horsepower 
U1 rsal_ motor. 


D | 
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time in Tack History 


SPECIAL as well as usual display jobs are installed with the 
Hansco T-1 Tacker, which drives Hansen Tacks in four dif- 
ferent lengths! Tacks are single-leg, pin-thin, streamlined, 
T-head design. Tacker holds strip of 100 Tacks. Self- 
contained, ready for continual use. The latest yet in modern 
tacking devices! Investigate! 


acko that drivesTACKS 













Hansen Tacks in 4 
lengths — 3/16" to 
1/2" — driven with 
one unit — Model 
T-1 Hansco. Tacks 
packed 5,000 per 
box. Tacker drives 
thru thin metal or 
tin and into hard- 
est woods. Flush 
front fits into close 
spaces. 


A.L.HANSE FG.CO. 


5041 RAVENSWOOD AVE., CHICAGO. ILL. 















WELCOME TO 


Greetings 
INTERNATIONAL ASSOCIATION OF DISPLAY MEN 


700 Baths CONVENTION 
= JUNE 23-26 








INCLUSIVE 


The Hotel Sherman is indeed appreciative of the honor of 
again being chosen as the host hotel for the display men’s 
convention. Every effort will be made to ensure vour com- 
plete comfort and entertainment while you are in Chicago. 


BE SURE TO VISIT 


The Panther Room and Malaya Room 


HAV 


OF THE COLLEGE INN 
Randolph, Clark, Lake and La Salle Streets 


CHICAGO 


E yOU MADE YOUR RESERVATION YET? 
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Coopers Cuts Newspaper Ads 


In Favor Of Display 


“Display” and “Promotion” are two words 
that are synonymous in the opinion of 


( oopers, Ine Kenosha. \\ is.. originator and 








lon OOMGe 


manufacturer of men’s “Jockey” underweat 

Since this new type of underwear was in 
troduced in 1935, Coopers has been a consist 
ent national advertise Keach veal has seen 
an increase in the firm’s advertising budget, 
and a good portion of that increase has gon 
into display 

Some measure of the importance which 
Coopers attaches to the display department 
can be gleaned from this fact: effective with 
January, 1941, Coopers greatly curtailed its 
program of cooperative newspaper advertis 
ing, in order to start a separate retail dis 
play department in the Coopers organization 
\nd an idea of the importance which retail 
men’s wear merchants attach to display 
can be found in this parallel fact: out of the 
hundreds of dealers who were notified that 
they would no longer get cooperative ad 
vertising allowances, but that they would 
receive additional display material instead, 





only five dealers wrote in to register com- 
plaints ! 

Coopers’ regular display program is close- 
ly tied in with the national advertising pro- 
is stressed in national 


gram. A new “theme” 


advertising each six months. During each 
such period, “Jockey” dealers are invited to 
participate in three national promotions. For 
each of these events thes are sent posters 
for window backgrounds, smaller display 
cards for use in windows or store interiors, 
and reader cards for window or interior use. 
This gives each dealer six “promotion back 
grounds” a year, in addition to special pro 
motions announced from time to time, each 
with its accompanying display material. 
When “Jockey” was introduced, according 
to John Kaylor Northway, sales promotion 
manager, Coopers could) find no display 
form on the market which showed masculine 
contours adequately to display and demon 
strate the new type of support underweat 
The company thereupon moulded its own 





which is now 


form, called the “Stride” form 
available in halt-torso, full torso, and boys’ 
models, as well as in a “Stride” long form 
which shows the male figure from waist to 
feet and is suitable for the display of 
“Jockey Longs.” Since the “Stride” figure 
was introduced by Coopers five vears ago it 
has served as the model for a number of 


forms which have since appeared 


—Coopers evolved an "Erecter'’ set display 
unit this spring, some of the possibilities of 
which are seen in the first illustration and in 
the one at the left. . . . Above is a ‘Quality 
Corner" unit made of gum wood, with a wal- 
nut finish; the outside covering is a heavy 
weight acetate plastic. ... A "Reminder" dis- 
play unit is shown at the right; it is designed 
for use in windows or on counters in depart- 
ments other than that selling underwear; it 
holds only enough merchandiso for suggestive 
selling— 


Coopers believe that display applies 
selling inside as well as outside the st 
The firm believes that open selling displ: 
or dispensing units—provided they are 
cuted in good taste, will greatly iner 
sales and at the same time add to th 
pearance of the store. The company t! 
fore offers its dealers a choice of four difi 
ent dispensers, including one steel unit 
scribed as “a complete underwear dep 
ment on four legs.” 

This spring, several new ideas have bh 
added to Coopers’ display department it 
The first is shown in the first illustrat: 
It is called an “Erecter Set display.” 1 
photograph shows it before assembly, \ 
thirty different parts. The picture at 
lower leit on this page shows one ot 
many set-ups which can be obtained by 
sembling the set. Coopers has worked 
about fifteen different set-ups, so far, ; 
believes that the ultimate number which 
be developed depends entirely on the initia 
tive of the individual displayman. The mai 
idea of the “Erecter” display is to use verti 
cal space in windows and on counters, tl 
saving valuable horizontal space. 

The illustration in the center shows a new 
“Canopy” display unit) which has bee 
worked out for the display and promotion oi 
quality items in the “Jockey” line. The cabi 
net is built of gum wood, with a walnut 
finish. The words “Quality Corner” are let 
tered in gold. The shirt and packages ot 


merchandise are held in place by chrom 


finished fixtures. The outside covering is 
heavy-weight transparent acetate plastic. In 


direct) lighting is provided by an &-inch 


tubular lamp concealed in the top of th 
fixture. 
\t the lower right is pictured the “Remin 


der” display rack, designed to go with tl 


above. It is of gum wood, in wahnut finish 


and holds only enough merchandise for sug 
gestive selling purposes. It is designed tot 
use in windows, or on counters in depart 
ments other than the underwear department 
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Space does not permit showing a typical 
example of the “Jockey” poster technique. 
The poster, however, was sent to retailers 
for use with the 
ruary 17 through March 8. It is lithographed 


“Bowling” promotion, Feb- 


ur colors, size 30 inches by 40 inches- 


m 
and two smaller cards, mounted and easeled, 
showing the same scene, went with it. The 

ulline, “Modeled to the male figure” is 
the “national theme for spring ;” all national 
advertising showed both the modern figure 
in underwear, and a photograph of a famous 
statue in the same pose—in this case, “The 
Discus Thrower.” 

Hasher sign was also developed for the 
spring season. The “Modeled to the male 
fvure” headline is used again. The flasher 
is lithographed in six colors. When the bulb 
lights, the figure of the statue disappears 
and in its place the passerby sees a modern 
young man wearing “Jockey” underwear. 

These are a few examples of display tech- 
nique as used by Coopers. The company’s 
salesmen are instructed to contact as many 
displaymen as possible, and company execu- 
tives make it a special point to see display- 
men whenever they call on retail stores. 
Coopers is always interested in keeping up 
with the new developments in the display 
field, and makes a constant effort to utilize 
moulded rubber, plastics, or anything new 
that is developed and which can be applied 
to the company’s display problems. 


New Product 
Has Merit 

The Facil Fabric Company, 302 Fifth ave- 
nue, New York City, has introduced a new 
display product which seems to have many 
applications. It consists of a lustrous fabric 
mounted on a flexible-weight paper backing. 
\ wide variety of colors and patterns is 
available. The material can be die-cut, used 
ior panels, columns, backgrounds, or for 
many other purposes. Samples are avail- 
able on request. 


Louis Maharam Dies; 
Founded Fabric House 

Louis Maharam, founder of the 40-year 
old Maharam Fabric Corporation, 130 West 
doth street, New York City, died April 4 
of a heart attack in Miami Beach, Fla. He 
was 66 years of age. He leaves a widow, 
Rose; a daughter, Dorothy, and four sons, 
Joseph, Arthur, Samuel, and Mac. 


Display Firm Specializes 
In The Unusual 

Requests for display pieces of an unusual 
nature are the daily fare of A. Robert 
Schoen, The Prop Shop, 142 East 32nd street, 
New York City. The pieces are available 
lor short period rentals. 


Greneker To Handle 

Stroock Products 

Greneker Studios, Inc., 250 West 54th 
street, New York City, has announced its 


appointment for all sales territories outside 
ot Manhattan, New York, Brooklyn, and 


New for Stroock Display Company, Inc., 
Whose products include special backgrounds, 


} 1 e e . 
Wspla\s tor interiors, novelties, and other 
sim promotional material 
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ATTENTION! 


MRe DISPLAY MAN 


gut ree 


HAVE UNPARALELLED 


ATTRACTION 





For outstanding window displays use Quixet window 1,” 
signs, price markers, and name 


Quixet letters are instantly applied or removed no characters or as specified 

damage to panels or backgrounds Backgrounds, panels, plaques, window signs, et built 
Quixet plastic letters are cast in engraved steel dies to specifications 

and are equipped with powerful *Alnico’’ magnets guar- Use eve compelling pictures with Quixet Signs Pik 
anteed to retain their magnetic properties for ten years tures applied same as letters (picture magnets supplied 
Quixet letters are available in three sizes %”, 1” and with regular sets). 


OUIXET. INC ORPOR ATED. DAYTON. OHIO 


Mfgrs. of Magnetic, Pin-on and Cement-on Letters 





LINET 
AL 
The Sensational 
THREE -DIMENSION 


MAGNETIC 
LETTERS 


for 


DISPLAY 


DISTINCTIVE 
DURABLE 
CHANGEABLE 


VALUE 


Now in Use by Many 
Prominent Stores 


Write for Prices and 
Further Details 


either in white or colors (slightly higher in colors) 


plates Available in regular sets of 120, 200, 300 and 500 








LOOK  § 9 THIS NEW AMAZING 
ELECTRIC FOUNTAIN 

MAKE YOUR DISPLAY WINDOWS 

THE TALK OF THE COMMUNITY 


WILL 


ire can't keep from 
drawing the crowds 
with this spectacular 
electric fountain, gor 
geously colored, spraying 
16 dazzling jets of crys 
tal clear water. Just add 
water and plug in—that’s 
ill there is to it Diam 
eter of bowl, 16 inches 
Complete, including bowl 
as illustrated, only $39.5 
Write for free deserip 
tive bulletin 


RENTAL SERVICE 
Write today for low 
rental rates 


PUMPS 
We can also furnish small 
pumps for cascades, ete 
Send us a sketch of what 
you are planning 


G.B. Spiegel Corp. 


3958 S. Calumet Ave. 
CHICAGO 




















WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. 


“Let us help solve your ‘prop’ problems” 


The Prop Shop 


142 EAST 32nd STREET NEW YORK CITY 
Phone LExington 2-5973 

Complete Backgrounds Rented or Built to Order 
At Reasonable Rates 





Baitimore, Md. 
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th 


AND SHOW WIND 


MERCHANTS REC 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 

( @ 


Pvoltatate hi 


H. C. MENEFEE 
NATHAN SILVERBL 


R. C. KASH, Edit 





OUR PLATFORM 

1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of Our 
Columns. 


Editorial 
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Editorial 
Musings 


\s this issue goes to press, June 23 does 


not seem so far away—Jjust a few days more 
than two months until the annual convention 
of the International Association of Display 
Men in Chicago. It is high time for dis- 
playmen to start making their plans to at- 
tend; there are always a hundred details to 
arrange in order to make attendance pos- 
sible, and a head-start of two months is not 
too much. ... In recent vears there have 
been few delegates present from the West 
coast and adjacent territory—even “Charlie” 
Morton, life-long member of the I. A. D. M., 
has tailed to show up for the last couple of 
conventions. It is hoped that this year, with 
the convention in Chicago, that more men 
from the Pacific area will be present. 

The Chicago Display Sales Promotion 
Club, the members of which are handling 
the plans and details for the conclave, has 
been doing a grand preliminary job, and it 
looks as if the program will be an outstand- 
ing one. Not the least of the features will 
be the “Display Tomorrow” contest, open 
to all, which should offer some interesting 
ideas as to what is to come about in dis- 
play's development. ... Incidentally, a num 
DISPLAY WORLD readers have 


written in to ask 1f membership in the asso- 


ber of 


ciation is necessary in order to attend the 
convention. The answer is, “No.” Anyone 
may attend, although of course it is highly 
desirable trom every standpoint that those 
who are present join up “for the duration.” 

William Cahill, convention director, 
has done a magnificent job of coordinating 
which go to 


the million-and-one details 
make up a meeting of this type, and has 
received excellent and whole-hearted sup 


.. With the 


successtul convention in Detroit last vear 


port from the Chicago fellows. 


still in the minds of all those who were there, 
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it is highly probable that attendance records 
may be broken this year—and it is to the 
interest of the I. A. D. M. management to 
see that this is so; space sales have been 
unusually heavy, and that means a strong 
obligation on the part of I. A. D. M. offi- 
cials to get out a bumper crop of delegates 
so that the exhibitors will receive a fair 
return for their money. After all, it is the 
exhibitor who keeps the association run- 
Ming. ... 

What is to be the future of display in th: 
“small town?” By this we mean in com- 
munities of a few thousand population, where 
the displays are usually installed by a clerk 
during his or her spare moments. A few 
years ago there seemed no prospects for 
improvement ahead in this particular type 
of display, but the picture is slowly chang- 
ing. Governmental legislation has brought 
about a corps of instructors in modern mer- 
chandising, with particular attention being 
Practically 
every state has such a group of teachers, 


given to the small-town. store. 


many of them including practical instruc- 
tion in display as a part of their course; as 
a result, many a merchant and clerk is being 
exposed for the first time to the principles 
of good display. As time goes on we may 
expect to see considerable improvement. in 
the displays of “John Doe, General Mer- 
chandise.” 

It seems odd to think that many display- 
men plan their color and lighting effects 
so carefully, drape their garments with 
meticulous care and leave no stone unturned 
so their displays will be perfteet—with one 
exception; they forget the crying necessity 
for absolute cleanliness. In the term 
“cleanliness” we can include those hammer 
marks on wall board, nail heads which are 
frankly and unashamedly visible, footprints 
on the carpeting, splotches of paint, back- 
ground settings or pedestals so arranged 
that their unfinished sections are visible at 
certain angles. Many a good display has 
fallen far short of its goal simply because 
of such carelessness, and the displayman 
who permits it deserves the censure which 
usually follows. It is true that displays 
must be turned out as rapidly as possible, 
but there is no excuse for careless work 
which is to be seen by thousands, and which 
will have a direct influence on their regard 
for the store. The fault is not confined, by 
any means, to the small store alone; many 
big stores are just as guilty. 

It seems an appropriate time to venture 
a reminder that care must be used in the 
display of the American flag. Never, under 
any circumstances, should it be used com- 
mercially. Which brings to mind an 
incident which occurred recently in a promi- 
nent store in a middle-western city. The 
display manager unthinkingly included the 
flag in the background of a window showing 
spring merchandise by American designers. 
Protests started to pour in on the manage- 
ment by telephone and personal calls and 
of course the flag was immediately removed 

but not before a number of shoppers had 
had time to revise their former favorable 
opinion of the store... . The up-surge of 
patriotism which is so strong just now makes 
it doubly necessary to use care in anything 
pertaining to the flag; it should either be 
used properly or not at all. 

Most people are “too close to the forest 





APRIL, 1941 





to see the trees,” and displaymen ar ' 
exception. Did you ever stop to con 
just how your own purchases are influ 
by display? Try keeping a list, for o: 
week, of the items you buy solely th: 
seeing them on display; the results are | 
surprising. . 
The old adage about the grass 


greener in the other fellow’s yard stil! Is 
true. The other fellow always see: to 
have an easier time of it; things see:. tw 
break more smoothly for him, his hour re 
better, the store grants him more leew in 
his display expenditures—in general, | is 
the better job. But it really isn’t a Vs 
true that he has; many times it just ks 
that way on the surface. With this in sind, 


the height of something or other was r¢ ed 
recently when two display managers in dif- 
ferent cities resigned almost simultan isly 
—and then each proceeded to apply for the 
job the other had vacated. . . 

Although it happened some months ago, 
those in the know are still chuckling about 
the display manager in an Eastern city who 
was ousted from the position he had held 
for several years, and was superseded by the 
store’s art director. He was given three 
months’ salary in lieu of longer notice 
and promptly walked down the = street a 
short distance and became display manager 
for another well-known store—at a much 
better salary. Net profit: three months’ sal- 
ary, much better pay, and much more con- 
genial working conditions. 

H. Gordon Selfridge, famous London mer- 
chant who has been quoted around the world 
and in this column before, says that the way 
to achieve success is by being a leader, not 
a boss. He makes some interesting com- 
parisons of the two types of men: 

The boss drives his men; the leadet 
coaches them. 

The boss says “I;” the leader says “we.” 

The boss inspires fear; the leader inspires 
enthusiasm. 

The boss depends upon authority; the 
leader on good-will. 

The boss says “Get here on time;” the 
leader gets there ahead of time. 

The boss fixes the blame for the break- 
down; the leader fixes the breakdown. 

The boss knows how it is done; the leader 
shows how. 

The boss makes work a drudgery; the 
leader makes work a game. 

The boss says “Go;” the leader says “Let's 


yes 
y 
go! 


Newspaper Publishes 
Display Series 

The New York World-Telegram recent!) 
began a series of short articles on the time 
and labor which go into window displays 
in that city. Several display managers tor 
Fifth avenue stores have been featured 1 
the articles. 


Change Of Location 
For Klarion 

Klarion Merchandising Corporation, eX 
clusive distributors of “Roto-Sho™ and 
“Roto-Weel,” horizontal and vertical turt- 
tables, is now located in new. offices and 
salesrooms at 45 East 17th street, New York 
City. 
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Milwaukee Club Holds 
: Monthly Meeting 


The newly formed Milwaukee Display 
Club held its March 18 meeting at the Pohl- 4 
man Studios, with forty-five in attendance. 19 i CRESCENT 
Walter Heise, sales manager of the studio, 1100 SERIES CARDBOARD 


gave an illustrated talk on “The Use of 
SCORES AGAIN WITH 


Photography in Display,” after which Arthur 


Pohlman, president of the company, showed 
a 


a colored motion picture of a fishing trip in 
This NEW EXTRA TOP COATING offers 






Canada. A group of colored slides of local 
and New York City window displays was 
presented through the courtesy of Eric | 
Schwengel, president of the Milwaukee club. | 

The evening concluded with refreshments 
| and a tour of the studio. 








d ————— 


London Finds Note Of Gaiety 


ly cies lead you a superior ONE STROKE SURFACE, 
; n Spring Displays a improved ERASING QUALITIES, and 
Our London correspondent writes: “This brighter COLOR VERSIONS. The Smooth 
i) spri go is av is aki y ¢ ( derf sho . # . 
’ spring display Is espe ainngiines . W Texture, Non-fading and Non-bleeding 
ut in London. While the stores are not spend- oe d ; q eT 
10 ing a lot of money on their windows, they Qualities ,an 14 Ply Laminated Mi e, 
ld are nevertheless designing them with very introduced as original features remain 
he great care. They are bright and colorful unchanged. 
ee and very well handled... . : \s an example | : j 
of what display conditions are like, it is We invite you to ba the 1941 Model 
a only possible to buy £1 (about $4) worth of Crescent 1100 SERIES Board -— the"most 


r wood per month. One shop in Regent street 9 modern board" manufactured. 

| is using this vod t ake beautiful hand- i ll aupales equceal 

iL coher ha taht ar ciiettale 2 One Re 

n- on display in war-time.” . a Product ot 

a CHICAGO CARDBOARD COMPANY 


‘1d Walt Wetterberg 666 WASHINGTON BLVD. CHICAGO, ILL. 
a) In The Army Qoe Sak ; Oistrcbutlors.— Everywhere 
ot Walt Wetterberg, whose cartoons have ! 


appeared as a regular feature of DISPLAY | 


























' WORLD for many months, has a new ad- 
hess these das stead of Co's, rok A STEP AHEAD OF THE TIMES! 
- ings, S. D., Wetterberg is now with Com- | > 
ec. > - rs : 2 | 
pany B, 109th Engineers (Combat), 34th 
sh Division, Camp Caliborne, La. In a recent A JUMP AHEAD OF Roto Sho 
letter he reports, “I didn’t expect the army The improved, 
the to be a pink tea, and I'm not disappointed.” | YOUR COMPETITOR noiseless Rote- 
He adds that he will welcome hearing from | Sho is a horizon- 
the displaymen. You can pack new selling punch tal, electric turn- 
ee ee into your window displays and in- ; table. It carries 
ik crease your profits by drematizing batted Pray Pec 2 ounces to 200 
Expansion Move | your ideas . . . with MOTION! ime rie gph $ 
dee | erating cost is only 
For Mendl | 14 cent a day..... - 
One of . oss - : More customers will buy on 
ne of the pioneers in the field of the | : 
o wooden display, Joseph Mend! | Ided | ee: ee ae Roto-Weel 
oode Ss £ se A ; as 66 | 7 - 
: another =P a eee i. ee Moving Items much Faster ... when 
si another floor to his present wood-working you use EYE-CATCHING DISPLAYS Serves as an effec- 
plant at 48-58 Mangin street, New York | Guat sevaiee tive backdrop. It is a 
City. He now has associated with him Hugo | 48 inch wheel which 
. . ° 5 | ° 
Y. Straub, display designer, who will also There’s absolutely no limit to the revolves 3 times every 
have charge of sales promotion. Included in decorative effects you can get by eget a ae 
the sales staff are Albert Schaeffer and John animating your displays with Roto- pr naan fi mr 
Mendl. The plant is fully equipped for the ho and Roto-Weel. And they’re ’ 
ntly iDicto pe anlbenving vi MPPCe OF INC | s Rove wal Y pounds with Roto-Weel. 
luction of displays in quantity. easy on the budget, too: 
ime : $ ] OO 
4 < aan mm - . 
wth "Hy " Illustrated Folders on Request 2 en atn—aad 
for ow To Use... " Booklet 
| im | 
| ssued By Reyburn KLARION MERCHANDISING CORP. 
\ vi interesting and informative book- 45 EAST 17th STREET, NEW YORK CITY 
let on “How to Use Display Materials” has 
just } n release The Ra i _ 
“write re eased by ihe Reyburn Manu GLASS SILK (SPUN GLASS) 
7 & Company, Inc., Philadelphia. Com- Beautiful Waterfall, Ice and Snow Effects, Motion 
; pile 1 edite eee eT ; Displays with and without Colorful Lighting, Pure 
ex- cool e( ited by R. C. Schmutzler of that Wiles and Cisssoiaveseel ent Wecataanet 
and pi the forty-two-page booklet takes When you visit New York be sure to see our 
: up % de range of atari eas New York display. 
cil com y —— lals and shows Ask for our New Catalog No. 41 If Your Jobber Does Not Handle 
an 1 details in their handling, ideas for of modern, low priced cases. GLASS SILK Order Direct... 
‘ork SISPle se, color schemes, and the like. The . . . Manufactured by FRIEDRICH & DIMMOCK 
i book vell il] rated : 7 Detroit Show Case Co., Detroit, Mich. Factory: Millville, N. J. 
ustrated. | New York Representative: 7 E. 42nd St., New York 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS Soy 











































—The fence, saddle, and 


sign in the unit for Rolf's, 
West Bend, Wis., are in third 
dimensional form — made 
from hard rubber, finished in 
natural color. The rope is 


attached separately to the 
saddle. Base of laminated 
Masonite and fir plywood, 
finished in plain red lacquer, 
processed in white. Designed ( 
by B. J. Stephens, Rolf's ad- 
vertising manager, and pro- 
duced through Hartwig Stu- 
dios, Inc., Milwaukee— 


—The figure of Uncle Sam ; 
is 6% feet high, folding in 
half for shipping, and is be- 
ing used for the Super Suds / 
prize contest in which $100,- 

000 of U. S. Savings bonds d 
are the awards. A _ pocket 


holds entry blanks. The unit . 
is the work of Ketterlinus, . 

Philadelphia— \ 
—Strong human interest is N 


found in the display for R 
Crane Company bathroom 
fixtures. Life size, the dis- 
play was created and pro- 


duced by Snyder & Black, A 
New York City— " 
F 
—Appetite appeal in a suc- pl 
culent still-life, plus a real- 
istic three-dimensional effect D 
given by the construction N 
are features of this dis- 
play for Krey's ‘'tenderated" 
hams. .. . Designed and pro- Y 
duced by Ketterlinus, Phila- Wi 
; delphia— ch 
THE ONLY se Sed ’ —This life size cut-out figure = 
of an altractive young lady M 
does a fine merchandise job 
for Lucas paints. Designed Fo 
and produced by Ketterlinus, | 
Philadelphia— Ds 
—Every dealer in automobile Ye 
supplies will welcome this us! 
practical display for ‘Ever- do 
eady" Mazda auto lamps. It fig’ 
has a spacious enclosed shelf cor 
piece for the display of vari 
ous items. A sheet of trans- Ba 
parent plastic is attached to Fo 
the front, forming a small ; 
“window display" unit while i, 
eliminating pilfering. Cre Pre 
ated in collaboration with No 
the client, National Carbon Me 






Company, Inc., and produced Ma 
by The Forbes Lithograph be 


Company, Boston— 








—A barefoot, carefree Amer 
ican boy is the “eye-pull” in 
this display created and pro 
duced by Forbes for the Fj 
United States Rubber Com- ent 
pany. The fence piece sets H. 
up by means of ease! 
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THE NATIONAL ADVERTISER'S 
VIEWPOINT OF DISPLAY 
[Continued from page 27 
How can it be measured or determined? 
Well, that depends insofar as observer- 
impressions are 
factors, including, as in any 

character of copy. 

Exact knowledge of the circulation of a 
newspaper or magazine is no guaranty that 
any given piece of display copy in it will 
produce that same number of observer-im- 
pressions or readers—unfortunate, but true. 

To advertisers who view the subject from 
this point, I suggest first, test campaigns in 
a selected territory; second, a thorough 
study of the published report of the survey 
made by the Advertising Research Founda- 
tion with which most of you are doubtless 
quite familiar. 

When all the moot questions and uncer- 
tainties that surround advertising in any 
media are provided with proven 
and solutions there won't be 
in the business. 


other media, 


answers 
much fun left 


Mother's Day Posters 
Are Available 


Four-color reproductions of a Mother's 
day painting by McClelland Barclay are 
available through the National Committee 
on the Observance of Mother's Day, 129 
West 30th street, New York City. 


McCreery's Window Display 
Remembers April | 

One of the 34th street 
Creery’s, New York City, 
April Fool's day setting on April 1. The 
merchandise featured consisted of “left- 
handed toothbrushes.” George Wells is dis- 
play manager. 


windows ot Me- 
was devoted to an 


Display Contest For 
New York Stores 

The Retail Men's Wear Council, New 
York City, is sponsoring a local contest for 
window displays featuring Father's day mer- 
chandise. 
ceive $100. 


The winning displayman will re- 


Mannequins At David's 
For First Time 

With the recent opening of the new John 
David store at 137 West 42nd street, New 
York City, the firm broke an old custom by 
using mannequins in the displays, both win- 
dow and interior. It was the first time men’s 
figures had been used by the long-established 
company. 


Banquet Date Changed 
For Indiana Group 


The annual banquet of the 
Presentation Club, 


Merchandise 


formerly known as_ the 


Northern Indiana Association of Display 
Men, has been changed from April 28 to 
May 12. As in former years, the event will 


be held in South Bend. 


Patton Wins 
Contest 

First prize 
Flint & Kent, Buffalo, for a window display 
ente'cd in the contest sponsored by Sapphire 
Hosiery Corporation. The display was the 
Work of J. Patton. 


of $50 has been awarded to 


concerned on a number of 


| 6 E. Lake St. 
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@ DISPLAY PAPERS 
@NO-SEAM PAPERS 
@FISH NETS 


e @COTTON ROPING 
@GRASS MATS & GRASS 
CLOTHS 
@COMPRESS SISAL 
pce Eee tien 
a 
CAN FILL @ PLASTIC NOVELTIES 
EVERY @ NAUTICAL RUBBER 
DISPLAY NOVELTIES 
NEED @SUMMER CRASHES 
@ LEATHERETTES 
@BEACH CLOTHS 
@SUPERLAWN 
e @ QUILTFOILS 


@ PATRIOTIC ROPING. 
PAPERS & FABRICS 


and hundreds of other items 





Ad 


Complete Line of Display Fabrics & Roosbeeuhes 


NEW YORK—130 WEST 46th STREET 


Chicago St. Louis los Angeles 
915 Olive St. 819 Santee St. 


San Francisco 
4400 Market st. 





4\ 


)) =\\. a4) 


See A) 


Sell With MOTION 


If you want to sell displays . . . animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains .. . 
that assures larger audiences, better spots and 
longer showings. 


Speed Way is Animation Headquarters 
For the manufacturers of displays, SpeedWay 
provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 Ibs. 
capacities). 

(4) Free Technical Service to display men. 

SpeedWay animation experts work out the 

most practical way to obtain specific mo- 

tions, speeds, synchronization, packaging, 
etc. 

















Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 
1839 S. 52nd Ave. 
Cicero, Ill. 





display source. 


149 W. 24th St.—N. Y. C. 
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is transacted on Fifth Ave. than any other street in the world. 


We are proud that our efforts have been somewhat respon- 
sible for maintaining this record, as we turn out more dis- 
plays for the leading stores on the Avenue than any other 


VICTOR HAIDA DISPLAYS, Inc. | 


BUSINESS 
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Bulkley Dunton Booklet 
Is Now Ready 


The display division of Bulkley Dunton & 
Co., 295 Madison avenue, New York City, 
a brochure entitled “Display 
Promotions,” con- 


has developed 
Suggestions for Summer 


| taining many new and interesting ideas for 


this particular season. Copies are available 
on request from the address given above. 


"Blackout" Featured 
In Window Display 

The Muriel Case shop, New 
recently staged a “blackout” 
attracted much attention. The 


York ( ity, 
window which 
glass was 


painted black with the exception of eye-level 
openings through which could be seen the 
simulated wreckage of a bombed city. Across 
the window, in white, appeared: “London 
blacked out tonight.” The window 


was used in connection with a sale for which 


will be 


all net profits were turned over to Britain 


in the form of merchandise. 


Al Parke Joins 
Stensgaard 

\l Parke, 
Inc., Canton, 
display field, is now 
for W. L. Stensgaard & 
Chicago. 


formerly with Old King Cole, 
Ohio, and well known in the 
assistant art director 
Associates, Ince., 
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DISPLAY STUDIO PROBLEMS is illustrated in the accompanying photo- 
[Continued from page 28] graph. The covered wagon was cut from 
one piece and is 18 inches by 5 feet. Two 
were cut at once and used in reverse posi- 
scenery. : tion on either side of the steer cut-out cen- 
Bundles of round cotton swab sticks can ter theme. This is the type of wagon used 
be secured at the dime stores cheaper than by the United States army in supply trains 
they can be made in the studio, and serve during the period following the fall of the 



















































finished to blend with the surrounding 


many useful purposes in such built-up scenes. ajamo. the cutout of which was built up 
Glued in, they become en -~ gates, from a 2-inch photograph taken thirteen 
tree trunks, or railroad ties. ine wire years after that event. It is in one piece, 
from the core of an old electro-magnet Te ee a 

serves for telephone and electric light lines. All these cutouts were sanded smooth and 


After thorough drying, the excelsior was — stained light oak. Other cowboy and horse 
pulled out through the irregular openings pieces were cut in gumwood, and a combina- 
from the bottom, and the clusters adhering tion shellac and lacquer process of finishing 


to the inside trimmed with scissors. The to simulate tanned leather was used with 

scenic section was then attached by three — success. 

wood screws to the base having matched To those displaymen who have not realized 

holes, for illumination from below. the value of scale models for experimental 
Our columns and oval base sections were purposes, I would suggest a trial of this 

covered with a flexible display board gang- method. A model built to “%-inch scale in 


cut six at a time with the “Cutawl” and then most cases enables the designer to apply 
faced with green marble paper by the use of | the identical material to be used in the 


wheat paste before they were nailed to the completed display. Various material and 
wood skeleton frames built of white pine. color combinations can be arranged and 
Further “Cutawl” work in 3g-inch veneer lighting effects tried at very little cost. In 


The DISPLAY PARADE wno.2s5 _=by Sone! Brinker 

















PROBABLY ONE OF THE BEST- 
LIKED MEN IN DISPLAY WITH 
FRIENDS EVERYWHERE... 

FIRST VICE-PRESIDENT OF 
THE INTERNATIONAL ASSN. 
OF DISPLAYMEN 


RAY Ww. 


DISPLAY DIRECTOR 
LEAVITT STORES CORB, 
MANCHESTER, N.Hr. 


... LONG CONNECTED WITH 
WORK FOR THE ADVANCE- 
MENT OF DISPLAY 


WAS BEEN WITH LEAVITTS 
FOR MANY YEARS... 


iM Sure 
COVERING 
GROUND 
~<ws TR ! 









CLAIMS THE CHAMPIONSHIP OF DISPLAY GLOBE TROTTER” 
pe SPENDS VACATIONS TRAVELING AS MUCH AS 000 MILES 
EVERY YEAR LOOKING AT WINDOWS AND INTERIORS MEETING 
DISPLAYMEN... SPENT 14 MONTHS IN EUROPE STUDYING DISPLAY__ 






















the case of that one dark corner or 5 ), 
troublesome section, the model may pre- y 
a solution. Fluorescent lighting effects yp 
be obtained by the use of small section. oj 
neon daylight tubing and a small tr. \s- 
former, such as a 60-cycle-50 VA-2,000 

110 PV type. For standard lighting efi. «ts 
in miniature, 6-8 volt radio dial type bbs 
with 115 V. 60-140-cycle, 8-V_ bell tris 
formers may be used. Where many }) |hs 
are used, a larger type transformer ca: be 
employed, or several of the small tr. 1s 
formers in series can be substituted. \ oat. 
suitable contact plug-in’s may be made and 
quickly installed by the use of radio “jacks,” 
which are obtainable with red or black plas 
tic screw fasteners. These are adaptable to 
sectional wiring, mercury switches, and 
many other plug-in circuits, and are easily 
applied to wall board, veneer, linoleum, 


pressed and fibre woods, ete. 

Submission of a model built to scale hias. 
in our experience, proved far more advan- 
tageous than a sketch in color, no matte: 
how well presented. A model can be han- 
dled, examined from the rear, and all mate 
rials and lighting arrangements verified be 
fore actual construction starts, thereby re 
ducing errors to a minimum. 


Mannequins Travel 42 Feet 
In Spokane Action Window 

Some eight years of research and experi 
mentation are represented in a truly 
unique display used recently by The Palace, 
Spokane, in which full-size display manne 
quins glided mysteriously over the window 
floor, turning around at intervals—in all 
covering an orbit of some 42 feet. No 
apparatus to motivate the figures was vis 
ible. 

Worked out by William Dickinson, ele 
trical engineer, A. L. Salsbury and William 
Dozier, all of Spokane, the Palace installa- 
tion is the first time the device has been 
used anywhere. According to R. C. Nelson, 
manager of the store—*... there are pedes 
tals that follow around the window over 4 
magnetic field that is built up under the 
floor. In this way the pedestals, trimmed 
with dresses or whatever merchandise you 
desire to put on them, revolve around the 
window—either in a circle, or, in our part- 
ticular case, a round-cornered _ triangle 
Also the forms turn around every few feet 
so that the customers can get back, tront, 
and side views of all merchandise.” 

A somewhat similar idea has been used 
from time to time on a very small scale. 
but this seems to be the first time it has 
been worked out in such large proportions 


Fabrication Brochure 
Now Available 

A sixteen-page brochure titled “Fabricat 
ing to Specifications with Industrial Mason 
ite” has been made available by Service In 
dustries, Ine., 2035 Calumet avenue, Chi 
cago. The firm specializes in the fabricatio! 
of this material into practically any desired 
form. Among the products it turns out ar 
the “Structural Bends” which have bee! 
made familiar to the display field throug! 
W. L. Stensgaard & Associates, In 34 
North Justine avenue, Chicago 
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DISPLAY WORLD 


i.A. Darling Gains Control 
of Mechanical Man. Inc. 


ne of the important announcements oi 
the spring season in the display field is the 
obtaining of control by the L. A. Darling 
Company, Bronson, Mich., of Mechanical 
Man, Inc.. New York City. The former 
company is one of the leading manufactur- 
s of metal, plastics, papier-mache and 
composition displays, and the latter is an 
outstanding developer and builder of motion 


e 


displays. 

It has been apparent that animation in 
display has been coming steadily to the front 
because of its sales- and attention-compel- 
ling influence. This merger indicates the 
confidence of the L. A. Darling Company in 
the field’s acceptance of motion as a stand- 
ard teature of modern display. The move 
is also based upon the wide acceptance of 
motion among national advertisers of trade- 
marked goods for creating and stimulating 
added interest in interior and window dis- 
plays. 

Frank L. Dale, of Mechanical Man, Ine., 
has been largely responsible tor the fine de- 
velopment of these figures, constantly stress- 
ing realism in appearance and action. Au- 
tomatons that mimic human beings have 
been made in the past but have usually been 
for exhibition purposes, with complex mech- 
anisms of wires, photo electric cells, and 


—Typical Mechanical Man creations are pic- 
tured here. Each is animated, of course; for 
instance, in the Chesterfield unit the trim mili- 
tary figure turns her head, the right arm raises 
the sword to salute and then drops it to the 
horizontal, and the left arm extends a package 
of Chesterfields. Equally realistic animation 
occurs in the other units— 





MTORR 


other equipment such as numerous push but- 
tons, switches, and relays. 

Mechanical Man, Inc., has specialized in 
making figures which impress the advertised 
brand name on the public; the figures can 
be made, outwardly, the personification of 
any trade-marked figure or advertising de- 
sign. Depending upon the product adver- 
tised, the automaton can be so constructed 
that it will make all kinds of body move- 
ments, smoke a cigarette, aim and fire a 
simulated gun, speak, or perform a combina- 
tion of these and other life-like actions. 

Among notable features which have been 
created and built over the past few years 
are animated displays of the Fisk Boy 
“Time to retire,” “Sweetheart Soap Baby,” 
Chesterfield “Drum Majorette,” Dobb's 
“Hunter and Fisherman,” Zenith Radio 
“Master of Ceremony,” Auto-Lite Spark 
Plug “Kicking Girl,” “Sun Valley Skater,” 
Phillip 66 gasoline “Tin-Can-Man,” Ballen- 
tine’s “Butler,” also many of the Walt Dis- 
ney characters, among which are “Mickey 
Mouse,” “Pluto” and “Donald Duck.” 

Trowbridge H. Stanley, president, L. A. 
Darling Company, makes the announcement 
ot this merger after an extensive survey and 
caretul consideration of the growth of mo 
tion in the display field. The new line of 
Mechanical Man, Inc., will have the fullest 
cooperation of the L. A. Darling Company 
and its branches. Frank L. Dale will con 
tinue as active operating president of Me 
chanical Man, Inc., with headquarters in the 
Squibb building, 745 Fifth avenue, New 
York City. 
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RUBBERLITE GLOVE HANDS 


IN USE... 60,000 pairs means that 
Rubberlite’s Glove Hands just have to be 
good ... and you can be sure that they 
are! ...And here's a 
new leader recently 
added to our family 
of glove hands! 








DESIGN 

PATENT 

APPLIED 
FOR 


No. R. P. | 


These Rubberlite Glove Hands 
are available in pairs, Left 
and Right. Can be dovetailed 
as indicated by center illus- 
tration. Long hand 15” high. 
Short hand 11” high. 














RUBBERLITE 


4 € 
S4insy BREAKAS 


Rubber Products 


INCORPORATEDO 
UNIT OF RUBBER DISPLAY PRODUCTS, INC. 
OF CHICAGO 
2066 CANALPORT AVE., CHICAGO, ILL. 
4 W. 37TH STREET, NEW YORK, WN. Y. 











r HYLITE—-the Modern Spot. 
ran \ Conceals R40 SPOT LAMP 


J Silvertone finish—Swivel base 
\ 6” diam. Price—wired less bulb 








2 
COLORCLIPS color-filters 


16 vivid glass colors SPOT- 
LIGHT HOLDERS. 


/5"- HOUSE OF HANFORD 


mf i 
ral 43 Barrow St., New York City 


AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 





Send for the 


“In 1891 
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Qshion- Vane 











domination in every- 


new? The 


What's 
thing from daytime dresses to dinner gowns, 
of the new shoulders that curve to fashion’s 
latest mood. 

New is the cape-brim in hat silhouettes. 

New, because it now returns after a notice- 
able forward worn, upstart 
miniature type hat, a la Suzy. 

New is other rule-breaking, in the matter 
of wearing hats back of pompadours, bon- 
straight and flat topping 


absence, is the 


nety fashion, or 
bangs and pompadours. 

Hair-dos conforming, hats henceforth will 
be little, startled-looking and worn over the 
eve as Suzy will be big and 
dipped forward if that's more becoming; or 
big and worn straight, or small and worn 
straight, or either, and worn back. 


show ~ "¢ mi: OF 


In other words, greater variety is ap- 
pearing in hat silhouettes, and new types 
will offer new appeal. They'll offer the 


above-mentioned six general classes of sil- 
houettes, and possibly more. Their individ- 
ual advantages can be the subject of display 
cards, their first selling points, followed by 
color appeal. 

New, too, is the very spic and span tail- 
ored after-Easter fashions. The 
tailored look, crisply American, will replace 
that lusher look of pre-Easter popular for 
\pril and to extent by night. 
While it seems nothing can stem the tide of 
flower-decked hats, still the hat that’s dra- 
matic in a tailored way is newsier now. 

And so it will go, in blouses, in shoes, in 
bags and in all the trimmings for suits and 
a new, more tailored touch for 
April duration. A reaction, perhaps, but not 
strong enough to affect the popularity of 
flowers to any extent. This is by 
becoming the flower year of decades! 
cherries new in 


aspect ot 


day 4 some 


for dresses 


way of 


and are 


prints, but the riot of roses goes on, and so 


Strawberries 


do all the gardens full of other posies 
on hats, in prints, in bunches fastened to 
new fabrics. 

Make a note, also, that butterflies are on 
ready to fly into summer prints. 

In addition to flowers, fruits and butter- 
flies, there bowknots, dots, and 
stripes, and amusing miniature figures. 
There’s news, indeed, in numbers of lovely 


dress 
the wing, 


will be 


prints. 
These new prints are part of the finer fab- 
ric picture, part of the definite American 
effort to excel in fabric making. Results are 
developments American makers 
inake good with improved processes that are 
turning out products to rival from 
foreign markets. 
“painter technique” 


wherein 


those 


Outstanding are 
prints in. silk, 


former 
the new 


RSPAS I By FRANCINE POST a aaal 


manner of flora 
prints, 


cotton. All and 
some fauna figure in these with 
small flower patterns and larger, picturesque 
florals, bold against light or white grounds, 
being among the very latest. 

Improvements are now noteworthy in syn- 
thetics, especially the better linen-like spun 
rayons and in fine cottons, namely self-pat- 
and in 
finish 

per- 

per- 


rayon, or 


exceptional eyelets, 


and 


terned sheers, 


many new 
from. the 


organdies. 


non-muss permanent 


tissue seersuckers to 
manent Also approaching 


fection are new silk-'n’-wool gossamers. 


cottons 


Yes, fabrics are definitely promotional. 
Latest textures, patterns and colors are 
news. Fabric improvements are definitely 


talking points, definitely fashion gains for 
America. 

All of which brings up... yes, 
guessed it... color! 

Color is still first line promotional stuff. 
There will be no abating, in smart shops, of 
displays built around a central color theme. 

The beige and browns continue. Most of 
these shades will go right into a busy sum- 
mer, from a busy spring, but the emphasis 
will be strong on brown and white, for popu- 
lar appeal. Indeed, a big boom of brown 
and white is confidentially predicted, right 
from cartwheel hats down to 
brown and white spectator pumps. 

Both brown and white, and tan and brown 
spectator sport shoes are expected to share 
in the popularity of the brown family. 

But they're just part, even though an im- 
portant part, ot the story of accent-on-shoes 


you've 


big brown 


by color. Afternoon and evening shoes, as 
well as all the play shoes, have chosen color 


as their next step. 


In the former groups much multi-color 
will be seen, interlaced technique, embroid- 
ery, and bandings introducing the varied 
shades. From this point, such styles with a 


beige base and a multi-color contrast look 
exceptionally (That’s a color 
worthy of promotion from foot to head, asa 
matter of fact.) 

Underlying all this color-fancy in sum- 
mer sandals, and the general light-and-airy 
look for dress and play shoes, is a marked 


good. story 


tendency toward severity in shoes. Sim- 
plicity of line is all that shows thus far in 
most But in town shoes for daytime 
is the first hint of the severely simple shoe 
predicted as universal favorite for fall wear. 
All this argues the continued 1m- 
portance of pumps, simple pumps for the 
tailored look in town, and simple lines for 
the smartest feet elsewhere, playing or lazy- 
ing. 

But back to color, and play shoes. 


Cases. 


well for 


In this 
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group color runs away with the sum 
styles. Designs, while introducing some \ 
ideas, aren't too, too different. The {-. 
big selling point is color .. . vivid, si: 
colors; vivid multi-colors; vivids agar <} 
white; vivids against beige and natu 
and some less bright combinations. 


bright red is the single color vivid witl 
highest record in 
resorts. 

But, again, any color is the best fox 
put forward in promoting play shoes. | 
white, and blue is still a leading tri-: 
combination as red alone is still a sinek 
favorite. There aren't any rules restric 
color in play styles, and there appears tv hy 
no limit to the American appetite for cay 
color these days, particularly when it comes 
to sport clothes. 

In other type summer and g 
clothes color also goes on, with both black 
and white and brown and white in cottons. 
rayons, and silks promising to regain a sig- 
nificant none-the-less. While whit 
costumes with a new and marvelously varied 
choice of accessories is to be a 
major theme, consider white 
with colorful costumes as well as darks 

The wider choice of colorful 
this season will give a new and fresh fash 


acceptance sunny-c} 


late sp! 


place 


Co le pred 


accessories 
accessories 
ion appeal to presentations of white or neu 


tral The 
numbers of sets of accessories for changing 


costumes and _ pastels. theme of 
the aspect of a single costume now becomes 
more than a good idea 
presentation. This goes, too, tor presenting 
proportioned white and 


against 


it’s a command 
nicely colored ac- 
cessories in balance 
tumes. 

But back for a quick glance at other fash- 
ion themes needing our attention. Subdued 
checks and dots in little silk suits for mid- 
season in town are news, brown and _ white, 
navy and white, green and white, and black 
and white. 


summer cCos- 


Brides, having earlier turned almost en- 
tirely to the sheer materials, are showing a 
liking for blush-white, a delicate pink) 
white. Faintly blue is liked, too. In styl- 
ing, the dropped and curving shoulders are 
tops, some following the definitely ‘60. sil- 
houette from shoulders down, others having 
little capelet ideas, and some being modern 
adaptations of natural shoulders, tiny waists 
and full skirts. Some of these gowns go in 
for the expansive cut of neckline, a feature 
of summer formals. 

Fabric interest runs high in summer for- 
mals, too, in wonderful new washable sheers 
and the sheerest sheer of all, Nylon 
Bold, splashy cotton and_ linen-like prints 
are news, too. In styling it is that plunging 
neckline that’s newsiest (a contradiction 01 
the still continuing theme) or 
the off-shoulder lines. 

The plunging neckline idea has made good 
into 


now 


“cover-up” 


in shirts and blouses, and will go on 
summer dresses, too, for daytime wear. 

The tendency to get out (of clothes) into 
the sun goes further, of course, in the play 
Many bare-middle two-piece styles 
will be coming along soon, and the native- 
girl-idea with the wrapped pareo skirt heads 
them all in swim suits and beach outfits 
While the brief, figure-modeling swim suit 
is volume, novel native things in colorful 
prints are very important, 
dressmaker Greek type with full skirt, most 


clothes. 


and so 1s the 
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( HERE'S THE MATERIAL ) 
THAT WILL 


MAKE YOUR DISPLAYS 
STAND OUT! 
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The Mirror That Bends 


HOOSE Miroflex and let your imagi- 

nation go! The possibilities of this 
beautiful, modern, sophisticated display 
material for store, window, show booth, 
interior and exterior decorations are 
limitless. 


Miroflex is equally effective on flat or 
curved surfaces. Stands without support. 
Comes crystal clear and in gold, blue, 
green or mottled colors. 

Send for samples and prices. 

Ask also about Miroflex Mas- 


tic Cement for mounting glass, 
wood, leather, fabric, etc. 


HUDSON SPECIALTY COMPANY 


Distributor 
467 Eleventh Avenue New York, N. Y. 
BRyant 9-3720-1-2-3 












The unlimited color range 
cf Bulkton Seamless pro- 
vides a shade for every dis- 
play need. Hence “41 Col- 
ors tor 41°. Write for new 
color chart. 


Write for Free Copy 
DISPLAY SUGGESTIONS 
for 
SUMMER PROMOTIONS 

3 


See Your Local Supplier or 


BULKLEY, DUNTON & CO. 


Display Papers Division 


CHICAGO OFFICE —217 West Ontario St. 
MAIN OFFICE—295 MADISON AVE., N. Y. C. 
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often in jersey. So, too, the princess shark- 
skin suit in white. 

Nothing is more important in brief play 
styles than shorts, but they're not so short 
this year. The big news about them is the 
longer length ... the British-in-tropics type 
shorts is the best example. 

Speaking of pants, it seems that that old 
question of who will wear the pants may be 
settled during the coming season. If resort 
trends mean anything, and they usually do, 
the ladies are going to wear trousers, and 
plenty of them! Slim, smooth-tailored slacks 
are prevalent, and will be exceeded only by 
the demand tor them. Newest note is a 
slightly short cut leg, a walking convenience. 


Special Lighting Shows 
Paintings’ True Tones 

Masterpieces of famous artists in the Car- 
negie Institute Gallery “A” in Pittsburgh 
are now able to be seen indoors just as the 
artists painted them, and many people for 
the first time are seeing parts of famous 
paintings which heretofore were not = dis- 
cernible. The idea involved seems applicable 
to some forms ot display. It is the result of 
a new system of lighting specially designed 
for Carnegie institute by Richard C. Engel 
kon, well-known lighting consultant, and 
manufactured by Westinghouse. 

Because oldentime artists painted under 
natural sunlight, which differs from ordinary 
lighting, paintings 
viewed under artificial lights were never 


incandescent electric 
seen in their true colors, and detail in dark 
spaces in the paintings were not discernible 
to the spectator. By means of a= special 
combination of 220 incandescent and 206 
Huorescent lamps and fixtures, the 112-foot- 
long Gallery “A” is lighted with an illumina- 
tion nearly identical to sunlight, and to the 
natural daylight by which painters produced 
their works. 

These illumination effects have been pro 
duced without making the visitor conscious 
of the lighting. For example, lighting on 
the paintings is approximately eight times 
as bright as in the center of the gallery 
This creates light comparable to the most 
ideal condition for viewing a scene out ot 
doors. The illumination is obtained from a 
completely luminous ceiling of heat-treated 
water-white glass, above which is mounted 
four continuous rows of fluorescent lighting 
units. The light from these lamps is mixed 
with that from the incandescent units, 
mounted above control lenses which form 
part of the glass ceiling, along the four walls 
of the gallery. To obtain correct color 
matching, the control lenses are treated to 
take advantage of the relatively small 
amount of blue and green emitted by the 
incandescent lamps. 

Results of the new lighting are very pleas 
ing. Each painting now shares equal promi 
nence around the gallery. By adjusting 
lamp angles and lenses, dark paintings have 
been toned up, and the brilliant ones toned 
down. Under this light, many paintings 
were seen for the first time as the artists had 
painted them. 
Whistler’s portrait, “Sarasate,” can now be 


Kor example, the figure in 


seen wearing shoes. Under the old lighting, 
the legs and feet were invisible in the black- 
ness of the background. 
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DISPLAYS 


FOR 


SPRING 


AND 


SUMMER 


will lend color and substance and 
selling effectiveness to your win- 
dow and counter presentations. 
A versatile and varied collection 
of unusual ‘scenic’ ideas to select 
from. Write for details. 


EXCELSIOR 


PAPER SPECIALTIES 
CO. INC. 
622 W. 57 ST., NEW YORK 
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BRIMMING WITH INSTRUCTIONS 

AND SUGGESTIONS FOR INSTAL- 

LING SALES-WINNING WINDOWS. 
* 

GET YOUR COPY FROM YOUR 

WHOLESALER OR SEND 10¢ IN 

STAMPS TO DEPT. D. M. 


The Reyburn Manufacturing Co. 


PHILADELPHIA, PA. 
Showrooms: CHICAGO AND NEW YORK 


1S READY | 














Season's Sensation! 


LOOSE LAWN 


The Luxurious Matting 
that can be shaped to fit 
Any Design or Window 


ITS LOOSE---SO0... 


You can cover fixture bases—use 
as grass matting—as moss or be- 
tween stepping = stones covers 
flower base to give natural effect. 


Just gather up be used 


over and over. 


$9.00 


Per Carton 


may 


CARTON COVERS OVER 20 SQ. FT. 
112 IN. THICK 


Available in Grass Green, Yellow, 
Chartreuse, Turquoise, Pink, Dk. Blue. 
Red Brown, Violet, Magenta, Deep 
Purple, Beige 


SALES PAPER & SUPPLY CO. 


487 Tehama St. 
DEALERS INQUIRIES 


San Francisco, Calif. 


INVITED 
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Demonstration Night 
For Detroit Club 


At the last meeting of the Detroit Display 


Club the members witnessed a_ practical 


| demonstration of the use of graphic arts. 


Arranged by Donald A. Ferguson, former 
president of the club and now manager ot 


| the display division for the Detroit branch 


| formerly 


| dale’s. 


| Display Institute 


of Sherwin-Williams Company, the demon- 
strations were conducted by R. A. Matera, 
Cleveland. 

The door prize, a complete spray gun out- 
fit with motor, was won by J. H. Blecher, of 
Blecher Studios. 

President Frederick EK. Anderson, The J. L. 
Hudson Company, announced that the April 
meeting will include a buffet lunch and is 
to be held at the Grand boulevard plant of 
the Resterick Lumber Company. Club mem- 
194] Year Book 


of the group is now on the press. 


bers also learned that the 


Increases Faculty 

J. Allen Bramson, Display Institute, 3 East 
44th street, New York City, announces the 
appointment of Henry Rocker and Hortense 
Case to the school’s faculty. Rocker, who 
will teach retail advertising, is advertising 
director of Amos Parrish & Co., and was 

with R. H. Macy and Blooming- 
Miss Case, the new instructor of dis- 


| play design, has a background of over ten 





years in executive display positions with 
such firms as Brown & Williamson Tobacco 
Corporation, H. W. Gossard Corset Com- 
pany, Best & Co., A. G. Spalding & Bros., 
Propper McCallum Hosiery Company, and 
Melville Shoe Corporation. 
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COMING UP! 


National Fishermen’s Week—April 26- 
May 3. 

National Better Homes Week—Apri! 
27-May 3. 

National Baby Week—April 28-May 3. 

Moving Day—May 1. 

May Day or Child Health Day—May 1. 

National Egg Week—May 1-7. 

National Hardware Spring Open 
House—May 1-10. 

National Music Week—May 4-11. 

National Restaurant Week—May 5-11. 

National Golf Week—May 10-17. 

Mother’s Day—May 11. 

National Raisin Week—May 11-17. 

Peace Week—May 12-18. 

National Hospital Day—May 12. 

Straw Hat Day—May 15. 

National Cotton Week—May 16-24. 

Buddy Poppy Week—May 15-20. 

National Tennis Week—May 24-31. 

Memorial Day—May 30. 

National Luggage and Leather Goods 
Week—June 9-14. 

National Flower Shut-in Day—June 10. 

Flag Day—June 14. 

Father’s Day—June 15. 

Summer Begins—June 21. 

National Swim -for- Health Week— 


June 23-28. 

International Association of Display 
Men Convention, Chicago, June 
23-26. 


Tea Week—June 29-July 5. 
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—''Hey! What kind of floating 


soap is this?" 
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Something Really 
New In Decoration! 


EATON 
SCATTER-grass 


Looks Like Real Grass . . . Easy 
To Use ... Fits Exactly 
Where It's Placed 


Just the thing to end many a display prob- 
lem! SCATTER-grass is luxuriant, natural, 
green raffia grass in ‘‘scatterable’’ form. 
Use it with Eaton Grass Mats to fll odd cor- 
ners for awkward spaces between stones, 
around flowers, tree trunks, and to edge 
paths, fencing, etc. No cutting or waste. 
Made of genuine Madagascar raffia, mil- 
dew-proofed and fire resistant. Can be 
used many times. Carton containing enough 
SCATTER-grass for 18 sq. ft., 1” thick, only 
$2.50. Call your regular display jobber. 


EATON BROTHERS CORP. 


HAMBURG - - - NEW YORK 








VELVELUR 


Line Of 

Panels, 
Valances and wide Back- 
ground Papers Styled by THE ACE 
PAPER CO., N. Y., ARE IN STOCK 


ior Prompt Delivery by 


GARRISON WAGNER CO. 


1627 LOCUST ST. ST. LOUIS, MO. 


Spring & Summer Backgrounds, 


Panoramas, 











- « BAMBOO 


Put that Tropical Appeal! 
in your Spring and Summer Displays 
with NATURAL BAMBOO .. 


Immediate 
ys 


; delivery from the largest stock in the 


\ll sizes from % inch to 7 inches in diameter. 
COMPLETE LINE OF NOVELTIES 
Write for our Catalogue and Price List 


TROPICAL |: 


matting, 
trays, tapa cloth, thatching 


PACIFIC BAMBOO PRODUCTS, INC. 


(ams Eleventh Ave. Los Angeles, Calif. J 


““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 
FLAME-GLO CO. Inc. #20" fost Sah 


and wall coverings, 
Chinese hats. 

















CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
@Signs 


@ Backgrounds 
®@ Displays @ Fixtures 
Send for free Sample and Literature 


: 228 NO. LASALLE ST. 
Carstenite Sales ** 20; 400. Ti. 
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LOS ANGELES DISPLAYS 


[Continued from page 7] 
at the magician. Behind the magician were 
two phantom figures made of wire, adding 
to the spectral effect. The background fo1 
this window was shaped in the form of a 
stage. The “curtain,” 
up of eighty-eight individually colored and 
hand-strung eggs. This display 
showed excellent workmanship, and was tre 


however, was made 


Easter 


mendously attractive to young and old. 

At the upper right of page 6 is a window 
which appeared at The May Company by 
Carl W. Ahlroth. It featured “Parma Vio 
let” for milady’s promenade down the boule- 
vard on Easter Sunday. The mannequin in 
the display was wearing a draped dress ot 
A large cut-out 

designed as a 


Parma violet and lavender. 
Easter egg was decoratively 
wheel-barrow. This egg was broken at the 
top and appeared to be tull of flowers. Over- 
flowing from the flowers was a standard on 
which accessories were perched. 

Also on page 6 is a display from the Eas 
ter series at Desmond’s-Wilshire. This win- 
dow was particularly attractive from a dis- 
tance, as six of the best men’s wear windows 
were used to spell out the word “Easter.” 
The displays were built around these large 
cut-out letters. In this window, in which the 
letter “S” 
are the fashions worn by 


is shown, “Townway Two-Somes” 
the mannequins. 
A plaster rabbit holds the window accesso- 
The background letter “S” 
was strung with vines and imitation flowers 


ries in its paws. 


MEN'S WEAR WINDOWS COME 
INTO THEIR OWN 
[Continued from page 9| 

Ohio. The theme is especially timely due to 
the unity of the Democratic and Republican 
national defense 
and lend-lease appropriations. 

This window is tollowed by a display by 
A. T. Kalasky, W. B. Davis Company, Cleve- 
land. The shown 
rounded by a giant picture frame. The blow 


parties on the subject of 


fancy straws are sur 
up in the foreground is from a men’s weat 
magazine. 

\t the upper left of the page is a win 
dow by Clement Kieffer, Jr.. The Kleinhans 
Company, Buffalo. 
the right of the 
juleps. 

At the left, William FE. Mixon, 
Kresge Department Store, Newark, demon 
strates a method of showing slack and shirt 


The three cylinders at 


window represent mint 


lower 


ensembles. 
Top, right, a simple and effective showing 

of Palm Beach apparel, by J. E. Vent, Rike 

Kumler Company, Dayton. 

with coolness” 

Del 


Cincinnati.) 


Lower right, the “fashion 
story is told in this window by Heizer, 
Mabley & Carew Company, 
Hildegarde Participates 
In ‘Musical Display" 

Hildegarde, chanteuse of the Savoy-Plaza, 
New York City, was the heroine of a 
Teller & Co. 


novel 


display at Bonwit during 


March. The well-known singer gave her 
performance in the lobby of the store; man 
nequins on either side of the lobby repre 


the musical and recordings of 


her voice were plaved for the benefit of the 


sented Star, 


crowd. The mannequins were by Ruth Cope 


land Studios. 


Behind 








Coe 


the 8 Ball 





FEATURE 
"NeSeam 


The Original Seamless, Extra 
Wide Background Papers 
Thirty-two 
Well Styled Colors 
Two Popular Widths 
107” - - 8444.” 
ca 
OUR LARGE PANEL 
BACKGROUNDS 
and 
MULTI COLORED 
VALANCES 
Are Nationally Accepted 


® 
WE CREATE THE 
UNUSUAL 
* 


Our Spring and Summer 
Gradations were Decided Hits 


Our Conventionals were 
Three Star Performers 


Consult us on your displays. We 
retain a staff of artists trained in 
this highly specialized field and 
we place them at your service in 
solving that real problem. 


Write for Your Spring and 
Summer Catalogue 


COY, DISBROW & CO.., 10. 


686 Greenwich Street 


New York, N. Y. 
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—NO TWO ALIKE!) 


No two Mileo mannequins are alike. 
Each is an individual effort, a distinc- 
tive lifelike creation. None has that 
“chain store’’ look. Your show window 
won't look like your neighbor's when 
you use Mile> mannequins. Send for 
photos of Mileo’s complete line of men, 
women and children, featuring flexible 
waists and movable, interchangeable 
arms. When you buy from the manufac- 
turer, you save the middleman’s profit! 


P. C. MILE 
















Creator Since 1900 
7 W. 35th St.—New York 





















Representatives Wanted in Key Cities 
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Vales Action 
+ DISPLAYS hy 
Seen-in-action 










SEEN-IN-ACTION DISPLAY CO., Inc. 
261 FIFTH AVENUE, NEW YORK 




















MARLBORO 


“IT FLEXES“ 


The New Mannequin 
That's Making History 
@ 

FREE 
Send for New Catalog 
“MANNEQUIN MAGIC” 


THE DISPLAY EQUIPMENT CORP. 


147 W. 37th St. New York 






















THAYER & CHANDLER AIRBRUSH 







end tor Catalog §2 


THAYER & CHANDLER 






910 W.VAN BUREN, ST.,..CHICAGO.ILL. 












PHOTOGRAPHIC ENLARGEMENTS 


7 7 — 
BLOWUPS 
From photographs or printed matter. For win 
dow and counter display. Mounted or unmounted. 
Tracings for Silk Screen Process 


NEW YORK SOLAR PRINT CO. 


736 Broadway 1907) New York City 








(Since 

















USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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Stensgaard Addresses 
Management Group 


W. L. Stensgaard, president, W. L. Stens- 
gaard & Associates, Inc., Chicago and New 
York City, was the featured speaker before 
the convention of the American Management 
Association in Chicago on April 2. Choos- 
ing as his subject, “Display as a Factor in 
Merchandising,” he the 
remembering display as a 
Excerpts from the 


Package stressed 
importance of 
major force in selling. 
address follow: 

In trying to analyze such a 
problem as package and package 
which becomes more complex as we think in 
terms of assortments or departments or dis- 
plays of unrelated and competing merchan- 
dise within the store or “point of sale,” we 
believe, to arrive at a simple de- 
This simple denominator is best 


complex 
design, 


need, | 
nominator. 
expressed in the term of “visual rightness.” 

We know that the human mind thinks in 
pictures and not words. We also know that 
the eye the is con- 
stantly taking a picture and transmitting it 


becomes camera which 


to the brain which arrives at a decision 
“Ves” or “No’—in terms of “I don’t like’— 
“I do like’—or “I don’t want” or “I do 
want.” The eve also decides quickly if this 
is the article or the quality or the value 


purchased the last time and thus we build a 
recognition for a good product and thereby 
we establish repeat Most articles 
are sold in competition and this means that 
they are shown or displayed or offered in the 
same group or the same department and by 
The 
we 


business. 


the same sales person to the customer. 

customer makes the and as 
know, facts have shown us that 87 per cent 
of these are made through the 
These factors, therefore, make “visual 


decision 


sense of 
sight. 
rightness” very important to successful dis- 
tribution. 

Usually this “visual rightness” has a defi- 
nite relationship to “functional rightness” 
and thus brings about not only better ap- 
pearance but greater efficiency and usually 
.. We 


single 


at no increased cost of production. 
may have an ever so good-looking 
package but when it is combined with other 
packages, it may not be nearly so effective. 
In other words, we may have a good-looking 
necktie but we could wear it with the wrong 
suit or shirt, thereby spoiling all three. 

We 
art or 
intelligently 
True, such experience can assist 
also overlook many im- 
the life true 

In any assignment having to do 


do not believe that good taste, good 
good layout ability most 
solve any packaging or display 


alone can 
problem. 
but it 
portant to 


can factors 
value of 


long and 


the project. 
with product change or proper setup for effi- 
Presentation, we believe 


cient Merchandise 


the following studies are essential: 
\. Review past experience of the product 
This includes his- 


and 


and package in question. 


tory, volume and profit factors, sales 


distribution. 

B. Obtain information on competitive best 
sellers. 

C. Reasons for competitive successes or 
failures. 

1). Investigation of 


competitive selling 


prices and markup. 


E. Purchase, by shopping at retail, c 
petitive packages to obtain facts about sais 
advantages. 

F. Study of locations in which products 
are sold and establish results as to squire 
foot sales, turnover and ability to 
better locations through possible revisions 
of package and plan. 

G. What advantages to isolated displays 
showings with competitive 


obt n 


as compared 
products. 

H. What reduced or 
be absorbed by increased volume profitably. 

All ot the above are important and when 
properly organized for study and comparison 
together with consideration for the period of 
time that the revisions may live and the 
volume and_= distribution 


increased costs can 


classification of 
wanted are important factors to final deci- 
sions affecting good looks, composition, color 
arrangement and all factors that become de- 
tails important to “visual rightness.” 

For repeat business, easy identification is 
very essential. many packages 
merely lines or printers’ rules for decoration 
rather than using marks that become identi- 
fication difficult to counterfeit. 

Our next step in the problem of packaging 
and display would be to arrive at the simple 
elements that make for the proper formula 
With any organization, many executives and 
various departments are usually involved 
For that reason, we recommend the develop- 
ment of an engineering guide which we call 
“The Formula Book.” In this book, first of 
all we develop an outline of procedure ac- 
Next we classify the ele- 


Too use 


ceptable to all. 


ments such as trade-marks, identifications, 
signature bands, style of typography and 
next classify colors and combinations. It 1s 


highly important that we interpret to each 
executive and individual concerned, the man- 
ner in which this “Formula Book” is inter- 
preted to their particular problems. True, 
such a formula book may not cover 100 per 
cent of the answers to all probleftms but if it 
covers 75 to 90 per cent, it will eliminate on 
any large project thousands of needless 
hours in meetings for discussions that many 
times confuse rather than make for “visual 
rightness.” The great difficulty in coordi- 
nating packaging and merchandise display 
developments is to get everyone agreed that 
there are fundamentals on such a job and 
next to get the people to agree what t! 
fundamentals consist of ; once that is accom- 
plished you are on the way to practical re- 
sults, provided, of course, the assignment 1s 


ese 


in experienced hands. 

New materials such as clear plastics, as 
well as other types ot plastics, will help to 
revolutionize much of “point-of-sale merf- 
chandising.” Again I mention the human 


mind thinks in terms of pictures, not words 
} 
yOdS 


It is for that reason alone that canned g« 
have taken to picturing the peas and_ th 
peaches and the products within the can on 
This is another safeguard fot 

prop- 


the label. the 


manufacturer that his product will be 

erly visualized and respected at the port 0! 

sale. It is regrettable that too much “switeh 
[Continued on page 53] 
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| Point Of Purchase Institute Status 


IN A FEW MINUTES Summed Up By Sajous T . 1 
8 4 a 
you CAN SEE THE A letter from Edward T. Sajous, executive d Ould MOUS 
secretary of the Point of Purchase Institute, a 
SAV | NN G 0 , covers the present status and progress of os 
the organization: \ 3 
R we “New York office of Point of Purchase Wer is | 
eZ | Advertising Institute, Inc., was opened No- h 


| vember 1, 1940, at 52 Vanderbilt avenue, New e 
aterials 


| York City. The first month was given over 





largely to the usual details involved in the 














n 
‘ | opening of an office, organization and gen- 4 
eral preparation for the start of operations. 1 a 
s “Many fields of activity were, of course, 2 ° i] 
e available. By attempting to attack all, a af Real Va vino 
| more spectacular, more widely publicized = 
n “opening” could have been effected. It was 
\ | our feeling and sense, however, that the - 
n | wiser course would be to plan and place in 
n | operation only those activities which could GRASSWADE 
if | be well and adequately handled and to be J ; 
1e | sure that each one was of definite value and The flooring that looks like a smooth, 
n well established before moving on to the well-kept lawn. NATURAL GREEN, 
1. next. 54 in. wide. 
or | “Point of Purchase Advertising Institute 
e When you make cutout has many plans and projects in mind for $1.00 Per Yard 
displays with the high speed the future. All are designed to carry out 
is the purpose of the organization, which 1s 
se Culawt the “research and study of point of purchase GREENLAWN 
on advertising and the dissemination of knowl- 
ti S T; S M edge so obtained” to the end that a con The finest sun-resistant lawn floor- 
— ~_—— waey sciousness of the importance of this medium ing. Smooth, water-proof, non-crush- 
ng Makes Better Displays may be developed, but at the present time able. NATURAL GREEN. 54 in. wide. 
le For full information write activity is limited to the following matters : $ 20 
la “Fact Reports Produced about once a |- e 
nd wepenmavneman MEONeTER ce. | 2c! Revotts— Produced about once Per Yard 
ed 13 S. THROOP ST. CHICAGO reports -each one bearing upon one specific Pastel Shades, GREENLAWN, Nile, 
)p- ‘ » “ch: » ¢ T oOo: is ° ° 
Af phase of point of purchase advertising; cde Light Blue, Peach, Pink, Yellow. 


signed primarily tor the use of sales repre- 
6 NOW! 99 % sentatives ot member organizations in con- $]-25 Per Yard 
aAC- a O tact with customers; helps in developing the 
point of purchase advertising story intelli- 
nS, PROTECTION gently as an advertising and merchandising duthorized Distributors of 
ind medium of tested, proven effectiveness; pur- 

: posely kept brief, simple and direct. While VELVELUR PLAIN 

ach from FADING no one of these Fact Reports may be consid- AND 
an- . ered conclusive or of deep significance, it is NO SEAM FANCY 

believed that an accumulation of them ove 
Lad . 7 a period of time will form a valuable port SEAMLESS BA 
per with brand new a, folio or reference on point of purchase ad 
Le vertising in its many aspects as applied in 
se CALIFORNIA A, | \ major industries. PLAIN REYTRIM 
ess 


\ “Bulletins—Bulletins are written and sent AND COROBUFF 
any to members at least once a month and more FANCY S be io R MAN 
often if occasion demands. These are pri- CORRUGATED GLOSSIROLL 


a marily news bulletins and are intended to PAPERS 
Mla ° ° 

fe rans aren keep all members informed on plans and 

that 

















activities of the Institute : . ; 
and , sails . P ALSO ... Display Papers, Cork 
, (rt... Das e Dasenhines ittetna < : = ° . 
eee S N re DE Phe Point of Pure hase \dvertising Story Products. Fish Net. Scrim Net- 
vale —Work is now pp aaa on an uh ting, Surf and Sky Cloth. Bam- 
-e tute presentation of the point ot purchase ’ - ’ 
re oe — a Migs 93 4 a boo, Novelty Fabrics, Rope, Flow- 
it Is Our newly developed material repels ee ee ee ee ee ers, Palm Trees and Leaves, Straw 
99% of the sun's destructive actinic and groups in the advertising and merchan Mattine pir ane gulines ciliaaaids 
es rays, and, in addition is more trans- dising field. a 4 S. 
! ““ ° ) . ~ 6 { 
p to parent! Now, more than ever before, Institute Booklet—Many inquiries about 


you can safely display your most ae ee , . rm ; 
: : : the Institute’s work and plans are received i » S »§ 
delicate fabrics and colors without , ; : shi a lie weal rite for am ple s7 oday 


fear of fading, or other sun damage. from day to day, from ever} meee and 
rds cuarter. As all material produced ts now 

oods WRITE TODAY tor descriptive folder, limited to member circulation, a booklet 

the and new sample swatch. outlining the Institute's purposes and objec- 

n ot tives is being prepared and will be distrib- WINDOW DISPLAY SERVICE 
- the T t Sh d C uted generally. 

rop- ransparen a e 0. “Future Activities—Plans 


are being con- INCORPORATED 
it " CHAMBER OF COMMERCE BLDG. sidered = the Lainie hens ie aeterities: 110 Lincoln St.. Boston, Mess. 
t 116! S. Broadway, LOS ANGELES, Calif. (1) slide film; (2) point of purchase adver- 








a tising clinic.” 






























“SUNFILTER” 


TRANSPARENT SHADES 
INSURE 


YOUR 
WINDOW 
DISPLAYS 
AGAINST 
FADING 


SUNFILTER SHADE CO. 


1063 South La Cienega Boulevard 
Los Angeles - - California 





"SUNFILTER" SHADES ARE 
CUSTOM MADE 


Delivered Complete and with All Fixtures 
EASY TO INSTALL 

Over 1,000 "'Sunfilter"’ instalaltions. Send 

for certified list of stores protected by 

genuine ''Sunfilter." 'Sunfilter' shades are 

approved by the F.H.A. . . . Write today. 











Pre-checks Windows 


Before Installing 

The effectiveness and success of the win 
dow displays installed by the Browne Vint 
ners’ display department is attributed by 
Jack Birnbaum, advertising manager of the 
company, to a pre-testing and standardiza 
tion policy 

In the company’s own offices are two pack 
age store windows and a bar. Other win- 
dows regularly trimmed by its display forces 
are located in the corridors of Rockefeller 
Center's buildings 

The usual procedure is tor a group of the 
company’s displaymen to dress these win- 
dows. Then they criticize each other's work 
The rearranged displays are then passed 
upon by Brown Vintners’ executives. Then 
the windows are checked for the reaction of 
passersby. Once these standards are passed 
the display is adopted and is used for mak- 
ing up the specification to be followed in all 
territories 

Jack Birnbaum states that this is the pro 
cedure followed by the most successful 
chain store organizations in the country. By 
taking a leaf from the book of chain store 
operation and adopting it to the liquor busi 
ness, he feels that Browne Vintners is pro 
viding all retailers and bars it serves with 
a most effective type of window 


George Wagner 
Wins Another 


First prize of $100 in the recent General 
Electric clock display contest has been 
awarded to George H. Wagner, J. L. Bran 
deis & Sons, Omaha 
WwW. W 
cisco, and third prize to Lothar Dittmar, D 
M. Read Company, 

The judges were Edward Jacobsen, na 
Wood 
row Sporn, merchandising expert, and Carl 


Maxon, Inc 


Second place went to 
Rowley, The Emporium, San Fran 


Bridgeport, Conn 
tionally known artist and designer: 


I. Widneyv, account executive, 
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A New Art Form 


Displaymen, always interested in various 
art media, will find Walt Disney's “Fan- 
tasia” particularly engrossing for three rea 
sons: first, for sheer entertainment; second, 
because it represents a new art form; third, 
because it offers a topical theme for display 
purposes. 
want of a better descriptive term, has had its 
premiere showing in a number of the prin- 
cipal cities it will be quite some time before 
it covers the entire country. One reason 
for this is the necessity for installing addi- 
tional sound equipment in theatres in which 
“Fantasia” is presented. 

“Fantasia,” as most people know by this 
time, combines “animated cartoons’’—and 
again the term is inadequate—with some of 
the greatest music of all time. Bach, Beetho 


ven, Dukas, Moussorgsky-Rimsky-Korsa 


—Frank R. Splan, R. H. White Company, Bos- 
ton, uses an interesting tie-up with "Fantasia" 
in these two displays. Hand painted scenes 
from the picture, done on velour, form the 
back panels, while carved centaurettes and 
other figures are used extensively. . . . (Pho- 


tographs by courtesy of W. L. Stensgaard & 

Associates, Inc., Chicago, licensee for the 

production of display materials based on 
Fantasia’ )— 






























While the “motion picture,” for 


koff, Stravinsky, and others are represented 
while the “cartoons” range all the way fron 
purely abstract forms to the familiar Mi 
Mouse and enticing little centaurettes 

Sound effects are in accordance with th 
novelty of the rest of the innovations. Fo 
example, a thunder-clap which originates in 
the tympani seems to start at one side oi 
the theatre and roll across to the other side 
directly over the heads of the listeners 
From the time the coy sound track makes its 
timid appearance and is described by the 
suave voice of Deems Taylor until the final 
notes of the “Ave Maria,” the production is 
grand and thrilling entertainment. 

Nothing like “Fantasia” has ever been 
done before in the theatre, which is why it 
will be a subject of conversation among 
shoppers in every city and town where it is 
shown—thereby making it a “natural” for 
display tie-ups. Two photographs presented 
here show how Frank R. Splan, R. H. White 
Company, Boston, capitalized on the theme 
in recent windows. The “Fantasia” mat 
rials seen in the displays consist of hand 
paintings on velour for background panels, 
plus the carved centaurettes and other fig 
ures from the pictures. : 
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industrial designer and 


Lester Gaba, 
sculptor, speaking before a group of shoe 
retailers recently, said: “Price and identifi- 


cation in the window are essential, other- 
wise the salesperson and customer are con- 
fused. What would you think of a merchant 
who took a full-page ad in the paper and 
showed pictures of ten shoe styles without 
price or description of them? You'd think 
he was slightly mad, but that is exactly 
what you do when you put shoes in the 
window without some help in the.way of 
price or description."—A very true state 
ment, and not only does it apply to shoes, 
but to all lines of merchandise. I'd fail 
here if I didn’t remind you that if the shoe 
fits, put it on! 

I have read with great interest the pro 
gram of events which is being planned for 
this vear’s International Association of Dis- 
play Men convention at the Hotel Sherman, 
Chicago, June 23-26. The window of the 
future exhibit with scale models showing 
how the displays of 1950 will look will at- 
tract wide attention. I am _ planning to 
enter two displays. One will show my con- 
ception of how a show window will look nine 
years from now. This display will be simple 
in design—the manufacturers can easily 
copy it for their fall road trip. 

Getting down to some serious thinking, | 
was reminded suddenly that behind every 
painting is an artist, behind every invention 
is an inventor and behind every display is 
a human being, the creator, the man or 
woman who designed it. Add these indi 
viduals together and they represent the 
whole display profession. So for my second 
display I decided I would represent the human 
side as of 1950. This will show an empty 
room with a cupboard built in on one wall. 
The shelves will have names; top one: lack 
the second: weak met 
chandise promotion; three: failure to rise 
above display technique; and the bottom 


ot executive ability; 


shelf: lack of interest in your own profes 
sion 

The pity of the display profession, today, 
is Its utter complacency for its future wel 


flare, tomorrow. Like England, the profes 


sion may have to be bombed into a realiza- 
tion o1 its responsibility as a selling force, 
and unite to defend it If this convention 
at Chicago could only awaken the human 
idle display to its responsibilities | 
would t worry much about the displays ot 
950 


would take care of themselves 


Let remind you here that merchandise 
ion, today, is not the trained seal 
at ed around for the advertising de- 


ENB FRANK G. BINGHAM 
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Think this over 





partment ten years ago. It has grown so big 
and strong that its trainer, the displayman, 
is worried about it. He has developed his 
pet, but in doing so he has neglected him- 
self. In many cases he has neglected to 
develop an executive approach to his job; 
he has tailed to study merchandise promo- 
tion or even learn how to write selling copy. 
He still believes no one can drape a dress 
as well as he can, so he still does it. He 
fails to attend display meetings and doesn't 
belong to his own national organization, the 
[. A. D. Mi. 

Yes, I know the display protession has 
been organized for over forty-three vears 
and we probably have less actual man 
power in memberships than any group of 
Boy Scout troops in a town of 15,000 popu 
“National 


Dunker Association” has 7,500 members in 


lation. Even the Doughnut 
\merica. If the display association had that 
many members, each member would only 
have to pay about 13 cents a year dues to 
take in as much revenue as we now get 
annually from our entire membership at $5 
a year. 

This complacency, so typical of our coun 
try, worries me—and I think it should worry 
you a bit, and I think something should be 
done about it at this convention. It’s a fine 
idea to look ahead at the windows of 1950, 
but what about the other side ?—the human 
side, the individual and, collectively, the 
protession—where will it be in 1950? How 
many members will the I. A. D. M. have 
then? Will it still exist? Will it be weaker 
than it is today? Has it a program for 
next vear? Will the convention end this 
vear with the same old remark: “Boy, did 
we have a swell time!” These questions 
are worth thinking about 

It is my humble opinion that if this con 
vention can submit ideas for 1950 on the 
technical side of the profession—why can't 
it submit plans and ideas to perfect the 
human side, the profession itself, in 1941? 
Or are we going to wait until 1950 to go 
to the cupboard and find it bare 


On the subject of a new name for the 
I. A. D. M., here is a viewpoint from Antonin 
and Charlotta Heythum, experts in exposti- 
tion technique with work executed in Brux- 
elles, Paris, Prague, London, San Francisco, 
and New York. They are now conducting a 
school called the “Art of Display” in the 
latter city. “We suggest Universal Display 
\ssociation, or if it is desired to concentrate 
attention to activities in the Western hem 
isphere only, perhaps “Interamerican Display 
\ssociation.” The latter suggestion is an 


[Continued on page 54] 
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F 86 PS 
SEA-SHELL FORM 


Distinetive, attention compelling here is the real approach 





to increased sales in beach wear. The form with a quality 
that dominates charms produces sales for you. 

A SCOOP! It’s vours, CUSTOM BUILT, finely seulptured 
exquisitely tinted in a fashionable pastel color SEA FOAM 
GREEN It has a TEXTURED BIMINI FINISH and th 
most exciting hair-de vou've seen this season Small 
COLORFUL SEA-SHELLS form a most interesting frame 
for the features of the head, it wins immediate approval 
A real sales producer that has an amazing merchandi-« 
appeal Order vours today 


D-103S HANDS 
of Durable Dartex composition with anin $ 95 


teresting treatment of sea-shells at the base PAIR 


Authorized Dealers in All Leading Cities 


DARLING DISPLAYS 


Companion displayer for beach accessories 


L. A. DARLING COMPANY 


BRONSON MICHIGAN 
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How To Sell Notions 


\ recipe for the successful sale of notions 
might be simmered down to: adequate in- 
terior display, plus effectively handled win- 
dow display. Women who sew or knit or 
embroider are constantly on the lookout for 
new things—both in the way of materials 
and ideas. Few of them, if any, can pass 
by a display which offers either or both. 

Notions, of course, are not particularly 
easy to display, as is the case with most 
small items. Grouping of units seems to be 
the best way out of this difficulty, as shown 
here by V. M. Curto, J. C. Penney Company, 
Lansing In each case, although probably 
more dramatically in the lower illustration, 
Curto has worked out a method of showing 
a number of items in comparatively con- 


densed units. This eliminates a “hodge- 


—V.M. Curto, J. C. Penney Company, Lansing, 

presents two striking displays which sold well. 

Grouping a quantity of small items into units 
prevents confusion in the window— 













podge” window which might otherwise re- 
sult, and the confusion that goes with it 
from the shopper's viewpoint. 

The first display was designed for “Sew 
and Save Week,” with three aces held in a 
hand against the background; “play your 
hand” was the theme, referring to hand- 
sewing, while three large cards in the fore- 
ground followed the lead of those above. 
These cards, appropriately enough, bore the 
queen designation, and were recessed in the 
center to provide a panel for sewing mate- 
rials. Piece goods were draped as pictured. 

Five panels, done in the manner of baroque 
fans of a by-gone generation, were the prin- 
cipal units in the other display. Each was 
recessed to hold related notions, and each 
bore a round card at the base with such 
words as “Trimming,” “Thread,” “Patterns,” 
and so forth. The color scheme was red, 
white, and blue. Bas-relief stars and cut-out 
letters were arranged on the curved center 


section. 





































False Window Signs 
Bring Arrests 

The Department of Weights and Meas; es. 
New York City, is “cracking down” o: 
tail firms which attempt deception thi 


the use of false merchandise description. op 
show cards. Two arrests were recently le 
for such misrepresentation in advertis ng. 


The first involved a_ statement that [40 
dresses on sale were “all-wool,” wherea 
spectors found that such was not the « ise 
The other sign referred to “linen” hand \er- 
chiefs which turned out to be cotton on in 
spection. In the latter case it was necessary 
to call a policeman in order to obtain pos- 
session of the window sign, it was. said. 
The owner of the shop was found guilty 
upon trial. In the first instance, the trial 
has not yet been held. 


Cahill Resigns 
Goldblatt Post 

William Cahill, who recently left his 
position as display manager for the Sears 
Roebuck & Co. State street store, Chicago, 
to accept a similar post with Goldblatt 
Brothers of the same city, has announced 
his resignation. He will rejoin Sears, in 
the National Display division. Ray Bianchi, 
display director for the ten Goldblatt units, 
has announced the appointment of Henry A 
McKay as display manager for the Loop 
store. McKay has been in the same store 
under different managements for some. six 
teen vears. 


Remodeling Proceeds 
At Ernst Kern's 


A complete remodeling program is under 
way at the Ernst Kern Company, Detroit 
The numerous changes and additions ot 
equipment are being made by Grand Rapids 
Store Equipment Corporation, from plans 
by Kenneth C. Welch, architect, and J. C 
Nichols, display director, who worked out 
the color schemes. 


"Scrollume" Is Name 
Of New Sign 
Dura-Products Manufacturing Company, 
Canton, Ohio, has brought out a new typ 
sign called “Scrollume.” Made of .020 
mirror-finish aluminum, it is designed to 
bear a message applied through silk scree! 
process. The overall height of the sign ts 
1134 by 8% inches. 


Wieboldt Display Strike 
Still Continues | 


At the time of this writing, April 9, t! 
strike of thirty-three display employees ol 
Wieboldt Stores, Inc., Chicago, continues. 
with picketing of five of the six stores 0! 
the company. The strikers are members 0! 
the Decorators, Trimmers, and Displa 


Men's Union, Local 41, of the A. F. of | 


Ralph Adler Leaves 
On Long Trip 

In quest of new ideas in display cr 
and to contact the firm’s clientele in leading 
department and_ specialty — stores, Ralp! 
Adler of Jas. B. Williams, Inc., New York 
City, has left for a transcontinental trip °! 


tions 


tour weeks duration. 
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TROPICAL 
DISPLAY MATERIALS 


GALORE 


We manufacture a complete lI'ne of Tropical 
Display Accessories, Rattan Furniture, Bam- 
boo Blinds, Matting, etc. Illus!rated above are 
but a few of the hundreds of items we carry. 


Samoan Louhalla Floor Mat..... sq. ft. $0.22 
Woven palm leaf nena 
GU FE be sec ee es .ea. $3.00 


Fine Petate matting, approx 4’ x7’ .ea. $3.00 
Cuban Herringbone weave mat, 


assorted sizes ............ .sq. ft. $0.15 
Fine Chinese matting, 3’ wide, 

|. gl . ERCP eI Sree sq. ft. $0.15 
Diamond Weave split bamboo sheet- 

ing, 642" wide rolls.......... sq. ft. $0.25 
Bamboo mounted on canvas....sq. ft. $3.40 
TN So ose sai shie-aco0.4 De ee cows $1.75 
Woven straw, %"’ and |.” wide, 

ME ved lds, 5'e paw A eresne-niete ys $4.50 
Native braided grass, 4" hank....... $3.00 


Consult us first for all your display 
problems. Terms Cash, 10% with 
Order, FOB Los Angeles. 


TROPIC SHOP 


4568 Beverly Blvd. Los Angeles, Calif. 














Get Your Free Mannequin Booklet 
From the “Mannequin City of Fashion” 


THE DISPLAY EQUIPMENT CORP. 


147 W. 37th St. New York 












MOTION MECHANISMS 


@Be os thrifty as the squirrel! 
Sove money as other di laymen 
do —use LEXOACTION units, 
To put it ina nutshell, they cost 
less, because they last so long 
without attention. 


@//NE GEARED MOTORS s 
@7URNTABLES: 30 to 1000 Ib. loods 


MERKLE-KORFF GEAR CO. 


21"#.N. MORGAN ST CHICAGO. ILL. 
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STENSGAARD ADDRESSES 
MANAGEMENT GROUP 


[Continued from page 48] 


ing” takes place at the point of sale. A sur- 
vey made only a few years ago revealed 
that something like 70 per cent of sales were 
“switched” in the men’s furnishing depart- 
ment. In other words, the customer called 
for a nationally advertised brand of. shirt 
or sock and, during the process of the sale, 
the store did not have the right size or color 
or sleeve length or the clerk did his job of 
selling another product because the owner 
instructed him to do so. In coffee, as I re- 
member, the switching was only about 18 per 
cent—probably because the sense of taste 
was involved and, once a good-tasting coffee 
was found, it is somewhat harder to “switch” 
the customer. I know for a fact with one 
of the best brands of electric toasters a 
good percentage of switching takes place at 
the point of sale because usually the sales 
person is afraid that the customer will not 
pay the top price and therefore suggests 
something “just as good” for less. 

I consider display the greatest policeman 
to guard against such switching. Display 
not only helps the retailer to buy balanced 
inventory but, most of all, it helps him to 
sell in relationship to “best sellers.” Chain 
stores have found display indispensable in- 
sofar as department and counter and _ sec- 
tional layouts are concerned by which in- 
ventory control in relationship to best sell- 
ers and volume is automatically handled. 
All of this properly arranged not only makes 
for “visual rightness” but you can quickly 
appreciate it makes for “factual rightness” 
as well. Manufacturers and distributors’ 
salesmen must come to know more about 
“retail arithmetic” and, for that matter, re 
tail promotion and display language. The 
cow can not talk to the chicken because they 
speak two different languages; manufactur- 
ing costs are discussed in different terms 
than retail costs and selling. For example, 
retail mark-up is on selling and not on 
cost. Most every manufacturer's salesman 
thinks in terms of markup on cost. Retail 
promotions and activities are more tempera- 
mental than manufacturing activities. They 
are more seasonal, they are more dependent 
on the weather from day to day and upon 
competitive offerings and. situations. The 
manufacturer must have weeks or months to 
make a product. The retailer in general 
must commit far in advance. The consumer 
will not follow this practice. He or she 
wants the article at the moment the season, 
the weather and the pocketbook combine to 
be right. 

Human interest and sensible showmanship 
make selling with display more interesting 
People like people more than anything else 
and therefore your display story and your 
package story must deal only in terms of 
people. After all, they are your customers. 
They do the buying. No display program is 
practical unless it takes into consideration 
various types and kinds of distribution. 
Solving the problem of the large retailer is 
not solving the problem of the small retailer. 
In any plan of distribution through retail, 
there are at least three classifications of 
distribution to be considered. There are 
also retailers by types of business. They 
differ in character and policy. Such differ- 
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VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK, N. Y. 
PLAZA 3-5968 


Complete 
photographic files 


Studio Still Lifes 


Reprints 
always available 


at moderate prices 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Complete 
information and samples 


sent on request 
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OPPORTUNITY EXCHANGE 








OUTSTANDING DISPLAY SALESMEN WANTED 
NOVELTIES AND to cover United States with a high class 


line of display products and a “sure-fire” 


FIXTURES Flexible Background Material. 
For New York City Showroom and DRAWING ACCOUNT $75 WEEKLY 


National Sales Representation Only high type and proven producers will 


a be considered. 
Address “R. K. m . 
Care DISPLAY WORLD Address “BOX T. H. 


Cincinnati, Ohio Care DISPLAY WORLD 














RECI AIMED Creative Display Training in all branches, in 
cluding Windows, Interiors, Backgrounds, Show- 








Your used Cutawl chisels Nos. 24, 0, and 3 re cards, Exhibition Booths, Model Building; also 
sharpened as good as new for Retail Advertising. Intensive 6 week Summer 
Courses start July 7th. Low tuition. Free 

30c per Doz. Placement Bureau. Request Booklet “DW”. 

JOHN MEIKLE MFG. CoO. DISPLAY INSTITUTE 
1002 E. Cook St. Springfield, II. 3 E. 44th St., New York MUrray Hill 2-5567 
DISPLAYMAN Sales Promotion of Display Materials 

Young, active, well-trained, desires position as I can (1) find new items in other industries; 
assistant helper in department or specialty (2) adapt your materials to other lines; (3) pre 
store or with installation company in New York pare timely, persuasive bulletins; (4) develop 
territory Will start reasonably. ictive sales representation; (5) sell special pro 
Address “HELPER” motions to special groups. Seek salary plus 


Care DISPLAY WORLD commission with reputable firm. 
Room 1101—175 5th Ave., New York City Address “R. W.,” care DISPLAY WORLD 








ADVERTISING—HOME STUDY—The Adver 


tising Minded Displayman is qualified to make Displayman Wanted can Young man who 
the most money Many have graduated from can trim windows, write cards and make 
this long-established school. Common. school himself generally useful around store by 


education sufficient. Send for free booklet out . . : : 
lining home study course and requirements department store in medium-sized mid- 


PAGE-DAVIS SCHOOL OF ADVERTISING Ree Oh ghd ee a 
1315 Michigan Ave., Dept. 266C Chicago —_—. a Ss a ae anna 








SALESMEN WANTED POSITION WANTED 


‘3 Experienced window trimmer and card writer 
nr - 

wants position. Can make backgrounds and use 
PLASTIC DISPLAY NOVELTIES Cutawl Ten years’ experience. Will go any 
where but prefer small town. Samples of work 


Exclusive items. Many choice territories open 
j and references on request 


Write for samples and information. 











TRANSPOSTER SERVICE Address “S.C.” 
21 Follen St. Boston, Mass. Care DISPLAY WORLD 
COURSES IN WINDOW & STORE DISPLAY WANTED DISPLAYMAN 


Background Design; Merchandising Ideas; Ex 


hibition Displays; Show Card Writing; Adver \ combination window trimmer and men’s 

















tising Copy and Layout. Personal Training furnishings man who ts capable of selling 

Individual Advancement No Correspondence and supervising 

Courses. William F. Ray, President, J. Duncan ’ I “ad 

Williams, Director, formerly editor of Merchants 

Record and Show Window. The Ray Schools, THE WM. ERLANGER COMPANY 

116 S. Michigan Blvd., Chicago, Dept. DW4. East Liverpool, Ohio 

WANTED POSITION OPEN 

High type displayman to handle display Man wanted with display and cardwrit- 

in one of Texas’ outstanding ladies’ spe- ing experience to learn display materials 

cilalty shops. Must be good. Give com- business. 

lete details. . — ‘ . 

| Address “H. T." Advertising Displays & Decorations 

Care DISPLAY WORLD 1387 W. 9th St. Cleveland, Ohio 

HOME STUDY COURSES in Window Display Position Wanted as displ mgr. or assistant 

and Show Card Writing now offered at greatly Prefer midwest haet ae Peon Pat peer Monet 

reduced prices. New, up-to-date, authoritative, location. 20 yrs. exp. in all types of high 

clear and comprehensive. Every detail of class display; 8 yrs. in Minneapolis; 12 yrs. 

the work fully illustrated and explained by in New York territory. Know display market 

former instructor at The “Chicago Display in New York and Chicago. Age 36; married; 

School. Write for information. well educated; now employed; best refs. Address 
WILL H. BATES, Box 101, Ellsworth, Il. “L. O. B.,”’ 654 2nd Ave., N., Minneapolis, Minn. 




















WANT ADS—Of all kinds, eligible for the Opportunity Exchange. Only $2.00 per inch, 
cash with order. May forms close May 10. 
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ential in stores makes for varying den inds 
in keeping with their respective inter) eta- 
tion of “visual rightness” in that parti ular 
class of store. 

A manufacturer does not give all ret: ilers 
the same line of credit and neither s! ould 
he think in terms of the same type oi: dis- 
play for all. Floor space requirements « iffer 
by classifications and types and so docs re- 
quired amount of inventory through which 
to get proper returns on the space occupied 
The manufacturer who gives his retailers the 
greatest “saleability” plus the greatest bank- 
ability does so only when he properly com- 
bines these very important factors 
“policy rightness” plus “factual rightness” 
plus “visual rightness.” 





THINK THIS OVER 
[Continued from page 51] 
excellent one and calls for the dropping oi 
the word “men” from the original name, 
which I am sure would please the ever in- 
creasing number of women in our proies- 
sion. Esther Hayes, Burger-Phillips Com- 
pany, Birmingham, in last month’s DIS- 
PLAY WORLD, presented another excellent 
suggestion: “Display Merchandisers <Asso- 
ciation.” Some people never get very fai 
in this world until they suddenly decide t 
change their name, so perhaps this move- 
ment will have a far-reaching effect upot 
our profession. Send in your suggestions 

now. 

Observations made at the April meeting 
of the Chicago Display Sales Promotior 
Club: Over eighty-five members present . 
this is a sign of a great convention . .. the 
club officers (on exhibit in the front of the 
room) were in contrast to the beautiful 
paintings, sketches and designs by Walte! 
Parke in the rear of the room... a talk 
by him on these masterpieces would hav 
helped entertain the group in the rear led by 
Goldberg and Sullivan when the answers }) 
Henry Harringer, on color, became involved 
_.. Harringer knew his stuff, but, like man 
experts, finds it difficult to present it 
terms the average layman understands . 
the “Great Wilson,” sitting at the speakers 
table, moved himself into sixty-seven pos! 
tions during the discourse and proved his 
ability as a great actor by never once letting 


his face show a lack of interest ... everyon 
present learned that there are four prima! 
pigment colors... fourth one being “gree! 
_.. Harringer’s color charts were the finest 
I have ever seen... if ever anyone Cal 
pull a crowd into enjoying itself after a dul 
siesta, it’s Carl Haecker . . . “Jim” Bert 


sounded the keynote of his high ideals whe! 
he said: “Class distinction can not ent 
into our profession” ... a good banner t 
hoist up in the lobby of the hotel for evel 
one to see this year... those that wantt 
bar the little fellow are always the ones tha’ 
have reached some measure of success 4! 
don't want to lend a helping hand to t 
fellow coming up... Les Barofsky. Morris 
B. Sachs Company and publicity director ! 
this year’s convention, went to sleep un 


a sun lamp for forty-five minutes and we 
seriously burned . .. this is the hard W4 
to get publicity, Les ... at the meeting W® 
Michael G. Kutil, who two weeks ago toe 
a good position at Goldberg's, a rea OPP 
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28th of this month he 
your country first, dis- 
the day and 
meeting and 


tunity, but on the 
joins the colors .. 
pla second, is the order of 
Mike is ready for his call. . 
column adjourned. 





Question: How can we sand-blast small 
have in 


designs in some glass signs we 
mind ?7—Akron. 

Answer: A sand-blasting gun can be ob- 
tained from the address we are sending you. 
This apparatus operates in a similar manner 
as the familiar air-brush and can be used 
to sand-blast designs in glass, wood, mirrors, 
marble, and the like. 


Question: Our window backgrounds, which 
are all plaster over wire mesh, have cracked 
quite a bit and we have had no success in 
patching them. We are wondering if you 
might have some suggestion as to what we 
might use to acquire smooth backgrounds 
once We have repeatedly painted 
them with casein paints, and wish you would 
tell us if there is a good cloth 
which we could apply directly to these walls 
which would hold several 
paints and look well.—Sharon, Pa. 


more. 
paper or 


coats of casein 

\nswer: While you could probably cover 
your backgrounds with some of the papers 
or coated fabrics on the market today, you 
probably wouldn't find them a lasting solu- 
tion to your particular problem. A sugges- 
tion is this: make a frame to fit your back- 
ground space, of non-warpable board such 
This should be finished in 
an oil paint, washed _fre- 
quently or refinished as Such a 
background would give you a readily con- 
structed and comparatively cheap answer to 
your troubles. We know of firms 
which have done this with 


as “Masonite.” 
which can be 
desired. 


several 
results. 


good 


Question: We understand that there is a 
mannequin repair kit on the market that can 
be used for the repair of mannequins and 
The kit is said to contain 
Moines. 
knowledge, 


millinery heads. 
lacquers, eve-lashes, ete.—Des 
\nswer: To the 


there is no such kit available 


best of our 


Question: I would appreciate some infor- 
natural 


sheen 


how to clean and treat 
bronze so it will retain its original 
and lustre. Each of our windows is framed 


Mation on 


on the outside by natural bronze and it is 
Important to keep it clean. We had a spe- 
191 } : . : 
Clal bronze varnish mixed but the bronze is 


tarnishing through it. There is a railroad 


Near the store that may be causing this. Any 


Mformation which you might be able to for- 
Ward tne as to the proper method of cleaning 
nd + ° 104 mi 1 

and aining the original finish of the 
bron 


Rocky 


will be greatly appreciated. 
Mount, N.C. 

\ns er: Whiting applied with a cloth 
d with gasoline will do fairly well 
rc aning bronze, but a wire brush will 
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Aiter using the brush the bronze 
lacquered with a clear 
for some time. 


do better. 
should be 
and it will retain its lustre 


Question: Will you please tell us where 
we can purchase the “Retailer's Calendar 
and Promotion Guide ?”—Los Angeles. 

Answer: This is published by the Sales 
Promotion Division of the National Retail 
Dry Goods Association, 101 West 3lst street, 
New York City. The price is $1.50 to N. R. 
D. G. A. members, and $2.50 to non-members. 


New Machine Combines 
Movies And Sound 
“Talk-A-Vision” is the 


picture 


name of a new 
with 
being offered commer- 


automatic motion machine 


sound which is now 


cially to retail stores. It presents regular 


movie entertainment shorts, separated by 
vivid color-slides. The cabinet, slightly 
larger than the average refrigerator, con- 


tains the whole motion picture and sound 
Both 
the sound and motion are accomplished by 
rear 22-by-28-inch screen 
which is the upper part of the cabinet. The 
“talent” for the device will be drawn from 
both the stage and the motion picture field. 
In addition there will be music and “pro- 
ductuon numbers” of bands and 
orchestras available, supplemented by news- 


presentation intact in the single unit. 


projection to a 


leading 


reels and educational shorts. 


Low-Cost Color Prints 
Now Available 


To produce 8-by-10-inch 
three-color prints on paper at 
average manufacturer can afford is the pur- 
1711 North Ver- 
Calif. Frederick 
Bryant, sales manager of Color Prints, and 
formerly with Technicolor, “Not 
since the advent of Kodachrome has it been 
possible to get 8-by-10-inch color prints at 
Through pro 


wash-oft relief 


a price the 


pose of Color Prints, Inc., 
mont avenue, Hollywood, 


Inc., states, 


a price everyone could pay. 
duction standardization we can now make it 
manufacturers of products 


important 


possible for 


Wherein color plays an part to 
prepare sales manuals, display cards and ad 
vertising and use actual color prints of their 


products.” 


Vacation Trip 
For Mayers 

Max Maver, sales manager tor Greneker 
Studios, New York City, and Mrs. Mayer 
sailed recently on the “Kungsholm” of the 
Swedish-American vacation in 
Haiti, Panama, Cuba, and other points. 


Line for a 


Good Reception For 
Magnetic Letters 
Quixet, Inc., Dayton, Ohio, is reporting 
an excellent response on the part of the dis- 
play field to the firm’s three-dimension mag- 
netic letters cards, direc- 
tional signs, panels, and the like. The let- 
ters are of plastic, equipped with a 
tiny, powerful insures their 
adherence to the background on which they 


used for display 


cast 
magnet which 
are used. Pictures for similar use are also 
available trom the same source. Literature 


can ke had on request 


lacquer 
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Plans for building this mobile 
INTERIOR DISPLAY WINDOW 


4 PAGES of dimensioned drawings, direc- 
tions, and lighting specifications for con- 
struction of a complete 36 x 42 x 19” unit. 


BRINGS WINDOW display into your store. 
Enables you to promote selected goods with 
intense dramatic illumination. Lets your 
customers examine displayed merchandise 
at close range with minimum supervision. 


MAKES POSSIBLE endless display variety 
because of the roomy interior and flexible 
lighting set-up. Is ideal for accessories, 
jewelry, haberdashery, liquor, cosmetics, 
perfume, hosiery, underthings, etc. 


Mail this coupon now. Supply limited. 


ee 
CENTURY LIGHTING, INC. 


419 West 55th St., New York, N. Y. 

Please mail me your FREE interior window plans. 
Name 

Store 


Address 
minunneH Ht & w 


make your Dé 
FASTER 
with 





Airpainting Units 
and Display Colors 





Yes SIR, Mr. Displayman—You can make your 
Displays 6 TIMES FASTER with Paasche Dis- 
playman’s Portable Airpainting units. You can 
make them quickly with a new freedom of lay- 
out and ease of operation. You'll turn out more 
work—and make more profits—Start using this 
faster method TODAY. 
FREE! Write Today for your NEW 
* Airpainted Color Charts and 
the Illustrated Airbrush Bulletin P10-D4 


Rasch Mirbrush be 


1911 Diversey Parkway Chicago, Illinois 


REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 














524 S. Spring St. Los Angeles, Calif. 




















Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 




















Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 

(J Display Letters 

[] Display Racks 

(] Drawing Boards 

() Enlarging Projectors 
(] Fabrics and Trimmings 
() Fixtures 

{) Flags and Banners 

() Foils 

[] Grass Mats 

() Hosiery & Shoe Forms 
(J Invisible Glass 

() Lacquering Outfits 

() Lamp Coloring 

[) Lithographed Displays 
Mannequins 

CL) Mouldings 

[] Metal Sheets 

_] Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 
Store Fronts 

Tackers 

| Time Switches 

[] Turntables 

{]) Valances 

Wall Board 

() Window Lighting 
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[} Do you wish a copy of their catalogue? 


1D 
[] Do you plan to remodel your store soon? 
[] Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 















Firm 







Display Manager 





Street 








City State 


















| 


DISPLAY WORLD 






APRIL, 1916 


J. H. Richter resigned as display manager 
for Saks & Co., New York City, to take 
charge of display for Younker Brothers, 
Des Moines. He had been with Saks for 
five years. W. F. Brink, of the Saks display 
department, succeeded Richter. 

Henry J. Liebel and Walter A. Gentner 
became “Cooperative Display Managers” for 
M. Goldenberg’s, Washington, following the 
resignation of Monroe Snyder. 

The St. Louis Display Club elected the 
following officers: president, Walter Zem- 
itzsch, Famous & Barr Company; vice-presi- 
dent, Al Hagen, The Grand Leader; secre- 
tary, B. A. Rainwater, Hess & Culbertson; 
treasurer, Al Kuntz, F. A. Steer & Co. 

The third annual banquet of the Birming- 
ham branch of the International Association 
of Display Men was held, with Harry W. 
Hoile as toastmaster. 

J. A. McNabb, former president of the 
Canadian Display Men’s Association, left for 
the battle front as a lieutenant. McNabb 
was largely instrumental in affecting an 
affiliation of the Canadian group and the 
I. A. D. M. 

Harry T. Jones resigned as display man- 
ager for Mandel Brothers, Chicago, to join 
with Joseph I. Adler in the formation of a 
new display house under the name of The 
Adler-Jones Company, Chicago. 


APRIL, 1931 
The Southern Displaymen’s Association 
held its convention in Memphis, with 125 


| present. Carl Crites, Levy Brothers, Louis- 


ville, was elected president, assisted by W. 
D. King, Phil A. Halle Company, Memphis, 
vice-president; EK. W. Booth, B. Lowenstein 
& Brothers, Memphis, second vice-president ; 
Ed Rose, Harris-Hahlo, Houston, third vice- 


president; L. Hibbitt, Lowenhart & Co., | 


Louisville, secretary-treasurer. One of the 
principal speakers at the convention was 
K. J. “Jim” Berg, Nugent's, St. Louis. 

Hans Ihle, formerly of Gimbel’s, became 
display manager for Franklin Simon, New 
York City, succeeding Jay Cory. 

The firm of W. L. Stensgaard & Asso- 
ciates, Inc., was formed by Stensgaard in 
Chicago. 


Iowa displaymen met in Des Moines to 


| organize an Iowa Displaymen’s Club. J. H. 


Everetts, Parker Brothers, Davenport, was 
named president; Ray Larson, Martin’s, 
Sioux City, was elected first vice-president. 


Other officers were: second vice-president, | 


Max Berck, Frankel’s, Des Moines; third 
vice-president, Tom Frey, Van Allen Com- 
pany, Clinton; secretary-treasurer, L. EF. 
Williams, Boston Store, Fort Dodge. 

Tom Hanlon, formerly of the display staff 
of Best & Co., New York City, joined the 
display department of Altman's, in the 
White Plains branch. 

H. H. Holley, display manager for More- 
house-Martens Company, Columbus, Ohio, 
resigned. 
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®@ Show us the display man who wouldn’t go for these new fluted 
backgrounds! They’re the season’s smartest . .. made to get and 
hold attention. Made, too, for versatility ... flexibility ... in 
display application! 

Take 8-foot Super Curve, for instance. Its towering height and 
344” flutings bring you the classic simplicity of Grecian archi- 
tecture, adapted to your facile display use. Its 10-foot long rolls 
suit largest display windows, eliminate need for unsightly 
“piecing-together”. Available in 5 colors—styled for Spring 
and Summer. 


You'll give your displays a brand new beauty, pulling power 
with both Super-Curve and Jumbo Curve. See them for yourself ! 
Visit your Sherwin-Williams Branch and Graphic Arts Dis- 
tributor today. The Sherwin-Williams Co., Cleveland, Ohio. 


QUILT-SHEEN comes in 
soft, pastel colors, in truly 
American Colonial design. 
For fioor and casing cov- 
ering, shadow box and 
wall trim. 36” x 50’. 


WOODGRAIN papers, 
available in many wood- 
paneling effects. For 
backgrounds, show-case 
linings, etc. Rolls 50” x 
24’ and 52” x 25’. 


LEATHERETTE papers 
have the richness of fine 
Spanish leather. Crush- 
grain effect. Durable. 
Washable. Rolls 48” x 25’ 
and 50” x 24’, 


KUV-R-ALL, by Quali-Craft, brings you one of today’s speediest, 
most economical ways to cover large backgrounds. Its antique 
finish surface may be brushed, screen-processed or air-brushed. 
Available in both pale and deep colors. 104” x 36’ seamless. Use 
Kuv-R-All where cost and coverage must be considered; yet 
where quality and appearance are definite requisites. 





